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ABSTRACT
Interest in dysfunctional  consumption behaviors,  such  a s  compulsive 
buying, is a fairly recent deve lopm ent  in the  marketing literature. The 
purpose of this dissertat ion w a s  to develop and te s t  a theoretical  model of 
the  structural relationships am ong  potential an teceden ts  of compulsive 
buying behavior.
In this dissertation,  an extens ive literature review identified several 
key const ructs  in the  deve lopm en t  of compulsive buying. These  cons t ruc ts  
include a family environment factor  (parental influence), obsessive- 
compulsive trait, trait se lf -es teem, generalized anxiety,  impulsive behavior, 
and anxiety reduction th rough  shopping motivations.
Seven studies w ere  performed, including pre tes t  and  final studies  
with national non-s tuden t  samples .  Using LISREL, a structural  model w as  
es timated.  The results  indicated the  obsessive-compuls ive trait  and self­
e s teem  were st rong predictors  of anxiety which, in turn,  predicted 
compulsive buying directly and via impulsive behavior and shopping 
motivations.  The parental  influence cons t ruc t  w as  found to be a direct 
predictor of compulsive buying, as  well as an indirect predictor th rough the 
shopping motivations cons t ruc t .  Shopping motivations and impulsive 
behavior were also s trong predictors of compulsive buying. These  results  
su g g es t  tha t  individuals w h o  experience anxiety may be a t  risk for 
developing compulsive buying behaviors  if they view shopping as  a means  
to reducing tha t  anxiety.
xviii
CHAPTER ONE 
INTRODUCTION
Consumer  research has traditionally examined "normal" behaviors,  
such  as  the  effec ts  of advertising, pricing, and consum er  satisfaction.  
Recently,  the  co ncep t  of "compulsive consum pt ion" ,  tha t  which is 
excess ive ,  harmful and outside the  "norm," ha s  been  introduced into the  
discipline (O'Guinn and Faber 1989; Faber and  O'Guinn 1992).
Compulsive consumption studies have identified the  charac teris t ics which 
describe  the  behavior,  the  incidence rate of the  behavior, and some of the  
o u tc o m e s  assoc ia ted  with it. Further, Faber and O 'Guinn 's  (1992) recen t  
sca le  discriminates be tween  compulsive buyers  and "normal" buyers  and 
has  enhanced  our ability to diagnose  compuls ive  buying in the  general 
population.  Though this research has  been  greatly beneficial to 
unders tanding  compulsive buying, little is know n abou t  the  developmenta l  
p ro c e s se s  of the  behavior over time, the  relationships among varying s t a t e s  
p resum ed  to be associated with compulsive consumpt ion , or the  
a n tec e d en t s  of the  behavior. The focus  of this research is to propose  and 
t e s t  a model of the  an teceden ts  of compulsive buying.
Chapter  One will proceed as follows. First, an overview of the  
dissertat ion is offered that  includes a definition of compulsive buying as  
well as  the  potential  an teceden ts  of compulsive  buying behavior.  Next, the
1
2methods  to be used for the  s tudy are briefly d iscussed ,  and the 
d isserta tion' s  contribut ions are offered.
DISSERTATION OVERVIEW
Defining Compulsive Buying
It has  been sugges ted  tha t  negative consumpt ion  behaviors m us t  be
studied in order to more fully unders tand  the  effects  of the  consumption
process  on society  and the  well-being of others  (Faber and O'Guinn 1992;
Hirschman 1992; Wells 1993).  One of these  negative  behaviors is
compulsive buying. Though there has  been som e  concern  expressed
regarding the  appropr ia te  terminology to describe this behavior (Chapter
Two discusses  this), O'Guinn and Faber (1989) view compulsive buying as
an addictive behavior with the  following definition:
a re sponse  to an uncontrollable drive or desire to obtain,  use,  or 
experience a feeling, subs tance ,  or activity th a t  leads an individual to 
repetitively engage  in a behavior tha t  will ultimately cause  harm to 
the individual and/or others  (p. 148).
This definition has  been widely accepted  and appea rs  to capture  the
essence  of compulsive behavior.  However, while this definition adequately
depicts compulsive behaviors,  it does  little to differentiate compulsive
buying behavior from all o ther types  of compulsive behaviors.  For the
purposes  of the  present  study, compulsive buying specifically includes the
uncontrollable/repeti tive purchasing of products  and services tha t  ultimately
leads the individual to negat ive outcomes,  such  as financial and emotional
h a rm .
Note tha t  the  domain of compulsive buying focuses  on "harmful" 
ou tcom es  of compulsive buying. These ou tcomes  include moneta ry ,  
family, and emotional health problems. For example,  many individuals 
today  experience heavy  deb t  burdens,  experience out-of-control spending,  
and push their credit  cards  to the  maximum limits (Faber and O'Guinn 
1988a; Krueger 1988).  In the  popular press,  many self-identified 
compulsive buyers  report  installment debt levels of fifty pe rcen t  of 
household income (Jacoby  1986; Toufexis 1988).  This has  been 
corroborated by Christ ianson et  al. (1994), who found compulsive buyers 
in their study to have  deb t  levels of "50.1 percent plus or minus 2 6 .3  
percent"  of household  income (p. 8). Many compulsive buyers  report  tha t  
their families have left them  because  of the  monstrous  deb t  incurred 
(Krueger 1988, O'Guinn and Faber 1989), or tha t  family problems have 
emerged as a result of the  denial of the  behavior.  Excessive deb t  can lead 
to bankruptcy,  and the  guilt often associated with the  aftermath  of the  
behavior may cause  the  individual to experience emotional health problems, 
such as  depression.
An extension of this problem to society in general  raises public policy 
issues.  For example,  if certain individuals are found to be predisposed to 
developing compulsive buying behavior, firms offering credit  cards  with 
ever increasing lines of credit could be found to be culpable by providing 
the  means  to engage  in the  behavior. Cultural influences, such  as
multimedia m essages  developed by marketers,  could also be seen  as a 
th rea t  by sending m essages  which encourage  people at  risk to en g ag e  in 
this behavior. Since these  behaviors can  have such dire c o n se q u e n ce s ,  an 
important question is wha t  c a u se s  such  behavior. The next section briefly 
d is cusses  the  possible a n teceden ts  of compulsive buying.
POTENTIAL ANTECEDENTS 
This s tudy intends to offer and te s t  a model of compulsive buying 
th a t  focuses  on biological, psychological , and socialization fac tors  as 
an teceden ts .  Chapter Two descr ibes  in detail the  various a pp roaches  and 
frameworks  from which these  a n teced en ts  were  drawn as well as  an 
extensive review of the  literature of compulsive behavior. For the  purpose  
of the  overview, only the  m os t  compelling an teceden ts  of compulsive 
buying are outlined here. These  a n teced en ts  include several bio- and 
psycho-social  forces tha t  are cons is ten t  with those  proposed by Faber 
(1992),  Faber and O'Guinn (1992) and J a c o b s '  General Theory of 
Addictions (Jacobs 1986). In the  model to be proposed in ch ap te r  tw o ,  
the  development of the  behavior begins with traits  and environmental  
factors  which consti tute the  e x ogenous  const ructs .  The next tier of 
cons t ruc ts  contains anxiety which is seen  as the  catalyst  which triggers 
the  onse t  of the  behavior. The third tier of const ruc ts  in the  model 
includes the  constructs  which channel th e se  an teceden ts  specifically to 
compulsive buying behavior rather than  som e  other  type of addictive or
compulsive behavior.  The final tier conta ins  the  outcome cons truct  of 
compulsive buying behavior.  Thus,  the  model f lows from traits  and 
environmental  fac to rs  which give rise to behaviors (i.e., direct and indirect 
an teceden ts )  which lead to compulsive buying.
These  a n tec e d en t s  can be divided into several categories.  First, 
primary psychological  factors  such as  sel f-esteem and a general obsessive- 
compulsive trait are considered.  Second are social forces which pertain to 
the  family environment .  One of these  factors  is parental behavior which is 
compulsive and is subsequently  copied by the  child. Another factor is 
parental  behavior during childhood which show ed  the  child tha t  acquiring 
material i tems w a s  a m eans  of alleviating s t ress  or anxiety. Anxiety is the  
ca ta lys t  cons t ruc t  which is used as a mediator be tween  the exogenous  
co ns t ruc ts  and su b se q u e n t  ou tcomes.  Impulsive buying behavior and 
anxiety reduction as  a shopping motivation are behaviors which are driven 
by several  of the  traits  and environmental factors  as  well as anxiety. 
Finally, compuls ive  buying behavior is the  ou tcom e construct .  A brief 
rationale for each  potential an teceden t  is explained below. (A model is 
p roposed  in detail in Chapter  Two).
Exogenous  Constructs :  Psychological  Traits
Obsessive-Compulsive Trait. The obsessive-compuls ive (OC) trait 
has  been  viewed as a function of both genet ic  and family influence fac to rs  
(De Silva and Rachman 1992).  The OC trait typically gives rise to
6repetitive behaviors,  such as checking for locked doors  over and over,  or 
co n s tan t  hand-washing . In general, an obsessive-compuls ive  individual 
eng ag es  in repetit ive behaviors in an effort to reduce  anxiety.  The 
repetitive a sp e c t  of compulsive buying could be considered a manifestation 
of obsess ive-compuls iveness .
Self-Esteem. The self-esteem const ruc t  is one  of special interest  
because  it has  been  examined in relation to many ty p es  of addictive and 
compulsive behaviors.  A relationship be tw een  se lf -es teem and compulsive 
behavior has  previously been shown to exist ( J acobs  1986; Marlatt, Baer, 
Donovan and Kivlahan 1988; Hirschman 1992).  Individuals w ho  tend to 
engage  in compuls ive behaviors often show  a lower level of se lf -esteem 
than do their less compulsive counterpar ts.  There is som e  conflict in the  
literature with re spec t  to self-esteem due to the  unresolved nature  of the  
direction of the  relationship. Individuals may a t tem p t  to raise their self­
e s teem  by purchasing items which, in their eyes ,  improve their personal 
standing. With a purchase ,  the  self-esteem may be temporarily raised,  but 
it may fall as  the  negat ive consequences  of the  compulsive ac t  appear.  
Conversely,  there  is some question about the  possibility of the  opposi te  
being true.  It may be tha t  some individuals who  engage  in compulsive 
buying behavior experience guilt and shame leading th em  to have  a lower 
opinion of them se lves  and a lower level of se lf -esteem.
7Generally se lf -esteem is though t  to be negatively related to 
compulsive buying behavior (Jacobs  1986; Marlatt e t  al. 1988; O'Guinn 
and Faber 1989; Faber and O'Guinn 1992; Hirschman 1992).  With lower 
levels of sel f-esteem, individuals may be looking for external sources  of 
confidence.  This need  may be represented  by n ew  clothing or other 
popular i tems which are of value to the  compulsive individual. Once the  
products  have been  purchased ,  the  individual may com e to realize tha t  the  
purchased i tems do not increase  his/her sel f-esteem, th us  increasing the  
level of tension felt by the  individual. Alternatively, those  individuals who 
have a greater level of se lf -esteem may not be inclined to engage  in 
behavior tha t  they recognize as being harmful.
Exogenous Constructs :  Family Environmental/Socialization Factor
Parental Influence.  Compulsive buying behavior may also serve as  a 
coping s tra tegy aimed at  reducing anxiety and tension.  This coping 
st ra tegy  may develop from childhood when parents  may have used  material 
items as subst i tu tes  for affection, or as m eans  of rewarding the  children or 
engaged in the  behavior themselves  which influenced the  children. Both 
Krueger (1988) and Scherhorn (1990) contend  there  is a relationship 
be tween  compulsive buying and this type  of parental  influence during the 
socialization process .  Though the  impact of parental behavior for many 
consumer  behaviors has  been demonst ra ted  in the  socialization literature 
(Ward 1974; Moschis and Churchill 1978),  parental  influence, as it w as
8defined for this study, has  not been examined for compulsive co n su m er  
behavior.  The current conceptualization focuses  on two broad a sp e c t s  of 
parental  influence as it relates to compulsive buying: 1) parental  influence 
as  a result of vicarious learning; and 2) the  child's perception of parental  
influence through the delivery of material items as a means  to reducing 
s t re ss  or sadness .
The consumer  socialization literature sugges ts  tha t  the  offer of 
material i tems as compensation for s t ress  or sadness  by parents  may  affect  
compulsive buying and lead to dysfunctional family sys tem s  (Ward 1974; 
Moschis  and Churchill 1978; Faber and O'Guinn 1988b; d 'A s tous ,  Maltais, 
and Roberge 1990; Scherhorn,  Reisch and Raab 1990). It is possible tha t  
pa ren ts  who condition their children with gifts, both monetary  and 
nonmoneta ry ,  may actually promote buying as a source of relief during 
t imes  of tension and anxiety.  These rewards/gifts  may be a m e a n s  of 
rewarding the  child for positive behavior (i.e., achievement in school,  e t 
cetera) or as a means  of reducing st ress /depress ion (i.e., "cheering up").
As the  children become adults,  they may consequently turn to compulsive  
buying as a means  for reducing tension and sadness.
Another form of parental  influence is the transmission of a 
propensi ty to engage in compulsive behavior from generation to generat ion,  
as  sugges ted  by the  p resence  of compulsive behaviors in success ive  
generations  of a family (Valence, d 'A s tous  and Fortier 1988; d 'A s to u s
1 990).  The evidence does  not imply th a t  precisely the  same behavior is 
p re sen t  in subsequen t  generations,  but rather different behaviors may 
appear.  For example,  a parent may engage  in alcohol consumption to  an 
excessive  degree,  while the  child of th a t  alcoholic may engage  in different 
addictive behaviors,  such as compulsive buying. For the  purposes  of this 
s tudy, this experience is operationalized as compulsive buying behavior 
which might have been copied from one or both of the  parents.
As children are socialized to becom e  consum ers ,  they may observe  
and mimic their parents '  purchasing behaviors.  As they  become adults,  
individuals who fall prey to compulsive behaviors may sift through a variety 
of coping stra tegies for dealing with tension,  finally settling on something  
they  s a w  their parents do, tha t  is, they  purchase .  The link be tw een  
parental  behavior and subsequen t  child behavior has  not been examined 
empirically (i.e., parents with compulsive buying syndrome may condition 
their children to develop compulsive buying syndrome).  Many 
addictive/compulsive behaviors seem  to  be influenced by parents  in th a t  
the  parents  themselves  engaged in the  behavior (e.g., Orford 1985;
O'Guinn and Faber 1989; Hirschman 1992) .  In turn,  chi ldren/adolescents  
observe  this behavior and subsequently  copy it later in life. This particular 
coping s tra tegy may be sought as  a result of perceptions  tha t  purchasing is 
easily access ible and socially approved.
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Endogenous Construc ts
Anxiety.  The presence  of anxiety in an individual, whether an 
enduring trait  or a temporary  state,  may ac t  a s  an cata lyst  in the  
development of compulsive buying. The reasoning is tha t  increased anxiety 
may push the  individual to search for tension-reducing activities, such as 
excessive eating,  gambling,  drinking or shopping (Orford 1985).
Impulsive Behavior. Compulsive buying behavior is classified in the 
current DSM-IV (Diagnostic and S tatistica l M anual o f  M enta l Disorders) 
(American Psychiatric Association 1993) as a impulse control disorder not 
e lsewhere  classified. In other words,  compulsive buying is often marked 
by seemingly impulsive behavior.  The Chapter Two will distinguish in 
greater detail the  conceptual differences b e tw een  compulsive and impulsive 
behaviors.  However,  the  primary differences are evident  in the  ou tcomes  
of the  behavior rather than the  actual ac t  of purchasing. Thus, impulsive 
behavior is likely to be present in compulsive buying. Individuals who are 
prone to impulsive behavior may participate in compulsive behavior more 
often than individuals who are not.
Anxiety Reduction Shopping Motivation. Since there are many types  
of compulsive behaviors  tha t  are available to an individual, why an 
individual would engage  in compulsive buying over a variety of other 
choices  s e e m s  a relevant question.  Several reasons  seem appropriate. For 
instance,  shopping and purchasing are generally regarded as socially
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approved behaviors.  Additionally, the constan t  co n tac t  with necessa ry  
purchasing behavior also offers more opportunities for repetitive purchasing 
to occur.  Finally, it is clear tha t  addictive and compulsive behaviors were  
probably initiated as  pleasurable activities (Krych 1989).  Individuals who  
later engage  in compulsive buying behavior may continue to find shopping 
more enjoyable than  other types  of activities. Subsequently ,  individuals 
may engage  in shopping and purchasing behavior as a m e an s  of diversion 
or self-gratification (Attaway 1989; Westbrook and Black 1985).
Summary.  A number of potential an teceden ts  culled from the 
literature have  been  presented  for inquiry in this s tudy. W hat  has  not been 
show n  in the  literature is how  these  potential a n teced en ts  work toge the r  in 
the  development of compulsive buying. In an effort to be tter unders tand  
the  relationships among the  an teceden ts  and the  behavior,  an empirical 
s tudy is proposed in the  next section.
PROPOSED STUDY 
A s tudy is proposed  which allows for the  developm ent  and the 
testing of a theoretical  model of the  an teceden ts  of compuls ive  buying 
behavior. Using random sampling techniques  and a cross-sect ional design,  
da ta  were  collected for both measurement  derivation, re finement and 
theory testing.  Confirmatory factor analyses and structural  equation 
modeling were  used  as  were  multiple multivariate analysis techniques .  In 
subsequen t  chap ters ,  hypo theses  were developed and te s ted .  Methods  for
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determining significance and meaningful interpretation are fully explicated 
in chapte r three.  Results are presented  in Chapters  Four and Five. Finally, 
an interpretation of the  results  is found in Chapter Six.
CONTRIBUTIONS OF THE STUDY 
This research meets  several  needs .  First, several scholars  have 
noted the  value of consum er  research to society  partially b eca u se  of its 
contribution to unders tanding and treating consumer-related behaviors  tha t  
have  negative c o n seq u en ces  (Faber and O'Guinn 1992; Hirschman 1992; 
Wells 1993).  This s tudy contr ibutes  to a fuller unders tanding of consum er  
behavior by answering the  call to examine the  negative a sp e c t s  of 
consumption behavior.
Second,  this research integra tes clinical const ruc ts  potentially 
relevant to compulsive buying and consum er  behavior in general .  As 
previously s ta ted ,  there  has  not been a systematic  study integrating the  
potential an teceden ts  of compulsive  buying. The presen t  research  
a t tem pts  to model several consum er  behavior and clinical con s t ru c t s  as  
an teceden ts  of compulsive buying.
Lastly, previous literature has  sugges ted  th a t  at least one  percen t  
and as  much as  six percent of the  purchasing public could be considered 
compulsive buyers,  representing a portion of the  population th a t  sp en d s  
proportionately more money than  their noncompulsive buying counterpar ts  
(Faber and O'Guinn 1988a; Christ ianson et  al. 1994).  This higher level of
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spending  is often associa ted with accumulating greater levels of debt,  
upaid credit card bills, and the  writing of "bad" checks  (Faber and O'Guinn 
1988a ;  O'Guinn and Faber 1989). Little has been done to identify w h a t  
e ffects ,  if any, the  marketing act ions  of lenders,  retailers and 
m anufac tu rers  have  on this s eg m en t  of the  population. While this s tudy  
d o e s  not address  the  actions of marketers,  an understanding of the  
a n tec e d en t s  may provide an avenue by which to investigate the  impact of 
marketing actions  on the  developm ent  of the  behavior. Thus, there  are 
public policy implications of unders tanding compulsive buying.
CHAPTER TWO 
LITERATURE REVIEW AND THEORY DEVELOPMENT
A review of the  extensive literature re levant  to  this subject  sugges ts  
a four-pronged organizational approach. First an overview of the  various 
theoretical  approaches  and frameworks tha t  have  been  instrumental in 
furthering the  addiction and compulsive behavior literature is fundamental .  
Next, a review of the  literature pertaining to  the  commonalit ies/comorbidity 
among the  various addictive behaviors w a s  presen ted .  Third, a current 
understanding of compulsive buying behavior w a s  offered,  with a section 
tha t  dist inguishes be tw een  compulsive buying and impulse buying. Finally, 
the  theoretical  relationships specified in a proposed  model were  explored in 
detail.
THEORETICAL APPROACHES TO EXPLAINING ADDICTIVE BEHAVIORS
In developing a model of compulsive buying behavior, it is necessary  
to unders tand the  theoretical underpinnings of addiction and compulsive 
behavior in general.  There are a number of app roaches  (models and 
frameworks) tha t  a t tempt  to discern w ha t  fo rces  are p resen t  in the  
development of addictive and compulsive behaviors.  This dissertation uses  
the te rms  "addiction" and "compulsive behaviors" interchangeably.
Though it has  been proposed that  the  tw o  are not a lways  the  same, they 
share numerous  potential an teceden ts  and o u tc o m e s  (Scherhorn 1990; 
Nataraajan and Goff 1991).  For example,  many au thors  have described
1 4
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addiction in a variety of w ays ,  all of which relate to behaviors tha t  occur 
repetitively over t ime and tha t  ultimately bring abou t  harm to an individual. 
Peele (1985) believes th a t  addiction is an ad justment by individual in the  
coping with his/her environment,  psychological traits and biological 
functions.  He no te s  tha t  because  individuals who  become addicted 
develop a to lerance for the  behavior they have difficulty in ceasing the 
behavior.  Such is the  s am e  with compulsive buying. Milkman and 
Sunderwirth (1982) p ropose  a definition of addiction which recognizes a 
"short-term gratification and progressively impaired functioning" (p. 187). 
Consis tent with tha t ,  Marlatt, Baer, Donovan and Kivalahan (1988) present 
addiction as  a behavior which increasingly brings on the  risk of harm.
Krych (1989) descr ibes  the  addict as som eone  who engages  in the  
addictive behavior,  exper iences  problems as a result, ye t  continues to do so 
even in the  face of detrimental  consequences .  These  problems are similar 
to those  who engage  in compulsive behavior, and in particular, compulsive 
buying (Krueger 1988; O'Guinn and Faber 1989).
Models of Addictions
There are a variety of models which have been used to s tudy the 
process  of addictive behaviors.  Through the  years  the  focus  has  changed 
from one model to ano ther  until researchers  began advocat ing the 
biopsychosocial theoretical  approach. Researchers  using this approach do 
not identify a single etiological source  for the  developm ent  of addictive
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behaviors.  Currently researchers  sugges t  many forces impact the  
development of addictive/compulsive behaviors, such as genetic  factors,  
psychological  traits or sociological forces.  Thus, recent a t t e m p ts  to model 
such  behaviors have been aimed at  incorporating all of t h e se  fo rces  into a 
single theoretical  framework. The different models previously pursued are 
presented  in the  next section.
Medical Model. One early approach was  the  medical model th a t  took 
the  perspective  tha t  addiction w as  an illness. The medical model a ssum ed  
the  individual w as  not responsible for the  development of the  illness and, 
subsequently ,  could not be held responsible for its cure (Orford 1985).
One advoca te  of the  medical model disputes this claim by insisting 
th a t  the  medical model is extremely inflexible. In a conceptual 
investigation, Blume (1987) applied the  medical model to pathological  
gambling.  Like a physical illness, she proposed tha t  pathological  gambling 
followed a pat tern over the  course  of time, with discernable sy m p to m s  and 
comparable  outcomes.  Blume contended tha t  the  ass ignment  of illness 
removed much guilt for the  afflicted individual and his/her family. By not 
assigning blame, the  counse lor/ researcher presents  greater opportuni ty  for 
a positive outcome.
A major criticism of the  medical model holds tha t  it is specific to a 
particular behavior and does  not take into consideration the  larger picture 
(Orford 1985).  That is, the  medical model does  not consider the
commonalit ies in behaviors across  addict ions (Marlatt et  al. 1988),  and  it 
n eg a te s  the  influence of situational con tex t  (Dickerson 1987).  It h a s  been 
no ted  in much of the  literature tha t  a single-factor approach is no longer 
appropr ia te  in the  study of addictions (Zucker and Gomberg 1986;  Jo h n so n  
and Connor 1987; Marlatt et al. 1988;  Humphrey 1989b; Faber 1992).  
Thus,  though  aspec ts  of the  medical model are instrumental  in studying 
compulsive  buying, the medical d isease  model by itself may be too  
simplistic to cover the  etiology of the  behavior.
Biological and Genetic Models. Two approaches  which have  been  
useful in the  s tudy of addiction have  been the  biological and genetic 
approaches .  Multiple studies have been done in the  psychiatric literature 
which have searched  for biological reasons  for the  development  of an 
addiction. In a study that  compared  the  brain w a v es  of pathological  
gamblers  with a nongambling control group, it w a s  found tha t  gamblers  
sh o w e d  deficiencies in how they  re sponded  to simple verbal ve rsus  
nonverbal tasks .  It appeared the  pathological  gamblers  were less able to 
re spond differentially to the  ta sks  (Carlton and Manowitz 1987).  Roy e t  al. 
(1988) determined tha t  pathological gamblers  may have  a problem with 
their noradrenergic system.  That is, there  appeared  to be problems of a 
biological nature. In a review of the  alcoholism literature, Schuckit  (1987) 
found there  w as  consis tent evidence for a biological cause ,  albeit a 
multifactorial cause,  in the  developm ent  of addictive behaviors.  The
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conclusions  reached in Schuckit 's  review indicated tha t  the  sons  of 
alcoholics had a "decreased  intensity of reaction to m odes t  doses  of 
ethanol" than  sons  of nonalcoholics (p. 307).
Sensat ion-seeking has  been the  focus  of a number of studies 
investigating addictive behaviors.  Roy e t  al. (1988) sugges t  a biological tie 
to sensation-seeking behavior. The noradrenergic  sys tem  is though t  to 
underlie the  psychological  trait of sensation-seeking . The researchers  
found a deficiency in the  significant noradrenergic  s ys tem s  of pathological 
gamblers.  In ano ther  s tudy which looked a t  a variety of gambling 
sub types ,  Burns e t  al. (1990) found a su b se t  of gamblers which engaged  in 
higher levels of sensation-seeking  behaviors.  However,  Blaszczynski, 
Wilson and McConaghy (1986) determined th a t  the  pathological gamblers  
in their s tudy  could not be classified as sensation-seekers .  Thus,  the  
research is inconclusive with re spec t  to  sensa t ion  seeking.
An extension to the  biological approach  is the  genetic perspective.  
The genetic model holds tha t  addictions are manifestations of traits  which 
are passed  from generation to generation.  The s t ronges t  support  of this 
position is the  abundance  of literature which has  studied the  behaviors of 
children raised in their biological parents '  h o m es  versus  those  who have  
been raised in adoptive homes.  In a review of the  literature on drug abuse ,  
McClearn (1983) sugges ted  tha t  many commonalit ies  found in both human
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and animal studies  implied a shared genetic relationship with respec t  to a 
variety of drug abuse  variables.
Additional evidence is found in the  literature regarding family 
involvement with addictive processes.  For example,  in an empirical s tudy 
investigating the  impact of the  family on the  developm ent  of anorexia 
nervosa and bulimia, tw o  types  of eating disorders,  the  results  indicate 
there  w as  som e  evidence of genetic influence th rough the familial 
transmission of the  disorders (Strober and Humphrey 1987).  W hat  is not 
apparent  nor easily discernible, is the  difference be tw een  a genetic role and 
an environment role in the  development of addictive behaviors.  Though 
there  is sufficient evidence (to be discussed further in a later section) to 
sugges t  the  family is strongly influential in the  formation of addictive 
behaviors, the  studies  are not always able to de termine if t h a t  influence is 
t ransmitted genetically or through a dysfunctional environment.
One area  of literature which sheds  light on this dilemma is 
intergenerational transmission of family values,  a t t i tudes  and behaviors.  
J ac o b s  (1989) com m ented  (with regard to gambling): "Problem gambling is 
not only a ' family d isease ' ,  but often it is an insidious and progressive 
intergenerational affair, provoked and perpe tuated  by success ive  
dysfunctional family relationships" (p. 257) .  Thus,  biological/genetic 
models are useful (though not totally complete  for) the  s tudy of compulsive 
buying.
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Personality Model. A substantial  amount of the  research done in the 
area of addictive p rocesses  has  focused on the  role played by personality in 
the  development of the  behaviors.  In a review of personality research 
regarding alcohol abuse ,  Cox (1987) identified several personality 
correlates tha t  had been found in previous studies.  The evidence 
sugges ted  tha t  impulsivity, nonconformity,  and reward seeking behaviors 
were  present in both prealcoholics and recovering alcoholics.
In another  review, Sutker and Allain (1988),  found tha t  no one 
personality type could be elucidated from the  findings. In fact , one study 
discovered six different clusters  or profile types  of alcoholics when  using 
the  MMPI (Minnesota Multiphasic Personality Inventory) as  a m easurem ent  
ins trument (Graham and Strenger 1988).  This has  been echoed by another  
researcher,  Nathan (1988),  who  contended  tha t  the  personali ty which was  
associated with the  addiction w as  the  behavior itself.
In sum, it would appear  personality does  play som e  role in the  
development of addictive behaviors.  However, there  is sufficient evidence 
tha t  it is not the  sole source  of addictive behavior.
Sociological Model.  The sociological model holds tha t  
addictive/compulsive behavior has been learned. Early discuss ions  of the  
sociological model of addiction reported the  behavior w a s  the  result of 
adaptation to meet  internal and external needs  (Peele and Alexander 1985). 
Over time, the  individual may find tha t  certain su b s tan ces  or behaviors
21
have  the  ability to meet  the  internal and external needs .  This approach  to 
unders tanding addiction sugges ts  tha t  the  behaviors may be the  result  of 
socialization in which the  behaviors and att i tudes of one 's  family, peers  and 
environment are integral to th e  development of the  behavior (Brown 1988).  
Therefore,  the  sociological model likely shares  similarities with the  
intergenerational transmission of va lues  approach espoused  by J a c o b s
(1986).
The sociological model is also related to expectancy  theory,  which 
s u g g e s t s  tha t  an individual may form expecta tions  about w ha t  the  
s u b s ta n c e  or compulsive behavior can do for them (Marlatt e t  al. 1988) .  In 
a discussion about  expecta tions  involved in drinking, for instance,
Goldman, Brown and Christiansen (1987) noted three potential s o u rc e s  for 
th e  formation of expecta tions:  causal  attributions,  vicarious learning and 
classical conditioning. Causal attributions sugges t  the  individual may have  
exper ienced an event  and a related ou tcome with respect to the  addictive 
behavior.  Vicarious learning d o es  not require the  actual experience for the  
individual; rather, the  individual may have determined a relationship merely 
from observation.  Goldman e t  al. note  expecta tions  formed in this w ay  
may be the  result of exposure  to m ass  media. Finally, expec ta t ions  may 
arise as  a result of classical conditioning. By pairing cues  with behaviors,  
t h e  individual may come to expec t  a prescribed outcome when the  c u e s  are 
presented .
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The expec ta t ions  which relate to addictive behaviors  often refer to 
the  expec ta t ions  tha t  the  behavior will cure  or reduce  some level of tension  
which has  accumula ted in the individual. Tension reduction then becom es  
the  goal. In a discussion about  tension reduction,  Cappell and Greeley
(1987) describe tension reduction as  a motivator  to change  an aversive 
s ta te .  The aversive s ta te  label can be applied to anything which m akes  the  
individual unhappy,  including stressful si tua tions.  Consis tent with Goldman 
et  al. (1987) ,  Cappell and Greeley note  expec ta t ions  about  tension 
reduction can be learned vicariously and a t  a very early age.  In their 
evaluation of the  tension reduction theory,  the  sam e  authors  conclude 
expec ta t ions  were  learned and could be res is tan t to  change  by external 
factors.
An ou tgrowth  of the  tension reduction approach  has  been the  Stress  
Response  Dampening model (Sher 1987).  The s t re ss  response  dampening 
model w as  found to be very effective in explaining the  relationship be tw een  
external s t ress  factors  and increased drinking. As s t ress  levels increase,  
the  individual may use alcohol to avoid the  s tressor.  The subs tance  allows 
the  individual to feel some relief from the  re sponse ,  reinforcing the 
behavior.  This pattern may lead to increased to consumption in te rms  of 
both frequency and quantity.  Consequently ,  addictive behaviors can be 
learned and are predictable as  a m eans  of s t ress /anx ie ty  reduction,
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sugges ting t h a t  a sp e c t s  of the  sociological model are relevant in the  study 
of compulsive buying.
Psychological  Model. A variety of re searchers  have  sugges ted  the 
development of an addiction is the  result of psychopathology, a 
dysfunction of the  mental  p rocesses  where  psychological  adapta tions  are 
the  c o n seq u en ce  of ego deficiencies,  such as  a lack of maternal love during 
childhood (Peele and Alexander 1985).  In this scenario ,  the  individual is 
motivated to satisfy the  deficiency and does  so by engaging in 
addictive/compulsive behaviors.
Multiple s tud ies  have  show n  a relationship be tw een  psychopathology 
and addictive behaviors .  One such psychopathology is depress ion,  which 
has  been frequently investigated.  In a s tudy which looked at  depression 
levels of alcoholics and individuals suffering from eating disorders,  the  
researchers  found a higher level of depression than  th a t  normally found in 
the  general population (Jones ,  Cheshire and Moorhouse  1985). In a case  
study of a w o m a n  who engaged  in pathological spending,  researchers  
found when she  w a s  not engaging in the  behavior,  she  felt depressed  
(Glatt and Cook 1987).  Finally, in a s tudy compar ing sexual addicts and 
pathological gamblers  to  nonpathological  control groups,  it w as  found tha t  
both groups w ere  more depressed  than their m atched  control group (Raviv 
1993).  However,  the  causal  relationship b e tw een  depression and 
pathological behavior is unclear (i.e., which c a u se s  which?). In fact,  Levy
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and Feinberg (1991) summarized from case  literature tha t  psychological  
problems might be a consequen t  to the  behavior rather than  an teceden t .
Other research inquiries have been directed tow ard  the  p sychopa thy  
of anxiety.  Kusyszyn and Rutter (1985) found no difference in anxiety 
levels among different groups of gamblers (heavy ve rsus  light), but 
Martinez-Pina et  al. (1991) did find tha t  pathological gamblers  sh o w ed  
more  anxiety than  did other groups studied. Finally, Valence,  d 'A s to u s  and 
Fortier (1988) ,  in a s tudy investigating compulsive buying, found a 
relationship be tw een  tha t  behavior and anxiety.
J ac o b s  (1988) found tha t  individuals who engaged  in addictive 
behavior were  more likely to experience dissociative-like reactions  than  
were  normal control groups when they engaged in the  s am e  ty p es  of 
behaviors.  A reaction would be categorized as  dissociative if the re  w a s  a 
blurring of reality, an out-of-body experience,  a period of t ime in which 
the re  is no recollection or a trance-like experience.  Therefore,  
psychological  variables are important for studying compuls ive  buying, and 
are incorporated into the  development of the  model.
Summary.  As the  review of the  various models indicates,  a grea t  
deal of research has  focused  on the etiology of addictive behaviors.  This 
review su g g es t s  tha t  no single theory is sufficient to explain the  
development,  onse t  and course  of addiction. Subsequently ,  resea rchers  
have  been calling for a biopsychosocial  approach to unders tanding the
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behaviors that  incorporates the  m os t  compelling a spec t s  of e ach  of the  
theories  previously d iscussed .  This s tudy should allow for a richer 
interpretation of the  behavior. In fact ,  recent investigations have  
a ttempted  to account  for more  variance in addictive behaviors by including 
biological dysfunctioning, family environment,  cultural impact, and 
personality (Zucker and Gomberg 1986;  J a c o b s  1986; McCormick 1987; 
Valence e t  al. 1988; Faber, O'Guinn and Krych 1988; O'Guinn and Faber 
1989; and Faber 1992).  Consis ten t with this research,  a fr amework  for 
studying several types  of addict ive/compulsive behaviors has  been  offered 
(Jacobs  1986). This framework  incorporates  e lements  of the  models 
previously reviewed, and is d iscussed  below.
A Biopsychosocial Framework of Compulsive Behaviors
The evidence p resen ted  in the  previous sec tions  is cons is ten t  with 
the  prevailing view tha t  the re  is no single source  of addictive behavior.  
Consequently,  J ac o b s  (1986) has  developed a conceptual framework  
which strives to a cco m m oda te  the  multidimensionality of compulsive 
behaviors.  A more detailed examination of J a c o b s '  General Theory of 
Addictions follows.
J a c o b s '  Framework. J a c o b s  (1986) contributes  a perspec tive  aimed 
at  modeling the addiction p rocess  for several  compulsive behaviors (Figure 
2.1). There are two factors  believed to predispose  an individual to engage  
in addictive or compulsive behaviors.
Predisposing
State
Discovery Resistance to Change Exhaustion
Early Middle End
Physiological 
State: 
Level of Arousal
Psychological 
State: 
Feelings of 
Inadequacy 
and 
Rejection
1. Encounter
with
Stress-
Reducing
Behavior
2. Enhanced 
Resting State
3. Return to 
Resting State
Attempt Tension Positive 
to Reduction Activity 
Re-establish Via Fails to 
Positive Positive Reduce 
Experience Activity Tension
Activity No
Longer
Positive
Consequences 
of Behavior 
Begin to 
Appear
Loss of
Family
Support
FIGURE 2.1 
A GENERAL THEORY OF ADDICTIONS 
Adapted from: Jacobs, Durand F. (1986) too
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The first of these  is the  physiological resting s ta te ,  which can be 
excessively depressed  or manic. An individual in the  depressed  s ta te  is 
undermobilized,  while an individual in the  manic s ta t e  is overmobilized.  The 
second  of th e se  factors  is the  psychological s ta te ,  which depicts 
individuals w ho  experience feelings of rejection,  inadequacy and who 
a t tem pt  to co m pensa te  for these  feelings th rough fantasizing behavior.  
J a c o b s  s u g g es t s  it is the  presence of these  tw o  fac tors  toge ther  which 
predispose an individual to engage in behaviors which might become 
harmful. That is, individuals who could not be categorized into either of 
the  tw o  physiological s tates,  but who did exper ience  feelings of inadequacy 
or rejection,  would be less likely to fall victim to  compulsive behaviors than 
would their depressed  or manic counterpar ts .  In either case ,  the  individual 
who is character ized as either undermobilized or overmobilized is unhappy 
about  their resting state.
As sh o w n  in Figure 2.1,  the course  of the  compulsive and addictive 
behaviors is depicted  by a three-s tage process .  The first s tage,
"Discovery",  involves a chance  encounte r b e tw ee n  the  individual and a 
behavior. This encounte r allows the individual to change  the  aversive 
resting s ta te  through the behavior. Thus, the  feelings of inadequacy (i.e., 
esteem) may be altered into feelings of a cc e p tan c e  or importance as  a 
result of engaging in this activity. Within t ime, the  triggering situation
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ends,  leaving the  individual to return to their previous  s ta te .  It is this 
whole exper ience which leads to s tag e s  tw o  and th ree  in the  framework.
Stage tw o ,  "Res is tance to Change",  finds the  individual searching to 
return to the  newly experienced,  more positive, s ta t e  by engaging in the  
behavior. S tage  tw o  can be divided into three  parts:  early, middle and 
end. In the  early par t  of s tage  two,  the  individual is seeking the  trigger 
behavior which brough t  them  so much pleasure in th e  chance  encounter.
As tension builds, the  individual engages  in the  behavior with few 
consequences .  As the  individual str ives to re-establish the  positive 
experience,  the  negative  c o n seq u en ces  of the  behavior begin to occur. 
These negative c o n s e q u e n c e s  may contribute to  the  tension felt by the  
individual, prompting the  individual to engage  in the  behavior more fully.
By the  end of the  re s is tance  to change  s tage,  the  pleasurable a spec ts  of 
the  behavior have  been  alleviated and replaced by unhappiness ,  guilt, and 
st ress.
Stage three ,  "Exhaustion",  por trays the  very end for many 
individuals. For som e  compulsive and addictive behaviors,  this may take 
the  form of overdose  (drugs), physical collapse (alcohol), illness (eating 
disorders), enorm ous  deb t  (gambling) and or bankruptcy  (compulsive 
buying).
Jaco b s  provides a conceptua l framework  designed to accommodate  
a variety of different types  of compulsive behavior. However,  one
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shortcoming is the  lack of empirical evidence to support  or disconfirm the  
framework, thus  indicating the  need for an a t tempt  to trans la te  the  
conceptual framework  into a testable  model provided by this s tudy.
J a c o b s '  framework  purports to be applicable to many different types  
of compulsive behavior,  and the  literature supports  the  v iew th a t  many of 
th e se  compulsive behaviors  share common attributes.  Additionally, many 
of th e se  compulsive behaviors  may occur simultaneously.  The 
manifestation of more than  one  addiction in an individual is referred to as  
"comorbidity".  In the  nex t  section,  many of these  commonal it ies  are 
examined.
COMMONALITIES/COMORBIDITY WITH OTHER ADDICTIONS
Consis tent with J a c o b s ,  several researchers have advoca ted  or 
found co-morbidity or commonalit ies across  compulsive/addictive 
behaviors.  Traditionally, the  literature in this area has  fo cu sed  on the  
comorbidity be tw een  such  destruct ive behaviors as  alcoholism and 
s u b s tan ce  abuse .  However,  it has been demonstrated  th a t  addictive 
behaviors may include addictive experiences tha t  include gambling, food 
intake, spending,  kleptomania and hypersexuali ty (Orford 1985;  Marks 
1990; Faber 1992).  Researchers  in a variety of areas  have  begun to 
examine the  relationships among these  different addict ions/compulsions.  
One s tudy examining the  relationship between pathological gamble rs  and 
other groups with previous drug dependencies ,  found a similarity in the
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elevation of psychopathy scores  on depress ion,  neuroticism, and self­
e s teem  (Hickey, Haertzen and Henningfield 1986).  Raviv (1993) compared  
sex  addicts  with pathological gamblers  and found similarities b e tw e e n  the  
tw o  groups in their levels of depress ion ve rsus  levels found in normal and 
control  groups.  In a review of the  pathological gambling literature, Lesieur 
and Rosenthal (1991) found studies w here  pathological gamblers  also 
engaged  in compulsive spending, overeating,  and sexual activity.
Ciarrocchi, Kirschner and Fallik (1991) found no differences b e tw ee n  
gamblers and alcoholics when compared  on MMPI characterist ics,  while 
ano ther  research team  established th a t  pathological  gamblers  and 
recovered alcoholics had higher s co res  on attention-deficit disorder  i tems 
(Carlton and Manowitz 1986). Finally, J o n e s  e t  al. (1985) found a higher 
incidence of alcoholism and eating disorders  than  would be expec ted  in the  
general  population.
Since compulsive buying is defined as  an addictive behavior,  it is 
useful to examine the  commonalities endemic  to compulsive and addictive 
behaviors of all types  (Krych 1989; Marks 1990) .  The first of th e se  is the  
initial desire for the  behavior (Krych 1989; Scherhorn  1990).  Like drug and 
alcohol abuse ,  compulsive buying allows the  consum er  to behave  in som e  
desired manner.  For example,  the  individual who  exper iences  problems 
with alcohol may feel tha t  his/her personality is enhanced  when  he /she  
have  been  drinking. Compulsive gambling may allow individuals to  exhibit
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certain personality traits tha t  they believe to be an enhancem ent  of their 
non-gambling selves.  For the  compulsive buyer,  the  opportunity to 
enhance  his/her self-image may be found through shopping extensively and 
interacting with salespeople.
As the  behavior begins to increase in frequency  and to encroach 
upon the  other a spec t s  of the  individual's life, the  possibility of 
confrontation emerges  as  family and friends becom e concerned over the  
impact of the  behavior on the  life of the  individual involved. As a result, 
compulsive individuals may a t  first defend their behavior and subsequently  
begin to hide it. For instance,  the  alcoholic may begin drinking 
surreptitiously. The compulsive buyer may begin hiding his/her purchases ,  
lying about  w here  and when they purchased, and/or concealing credit card 
bills to avoid confrontation.  Such s t ress  increases  the  anxiety felt by the  
individual and may actually cause  him/her to further engage in the  behavior 
as a s tress /anxie ty  reducer (Faber, O'Guinn, and Krych 1988; Krueger 
1988).  As they  increasingly rely on the  compulsive behavior, other coping 
mechanisms diminish in importance.  Finally, the  behavior frequently 
follows a c rescendo  until som e level of crisis has  been reached. For the  
subs tance  abuser,  this may mean illness or the  loss of a job; the  gambler 
may have enormous  deb ts  which cannot  be paid. For the compulsive 
buyer, it may take the  form of bankruptcy,  loss of credit, or major family 
problems.
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A second  commonality among addictive/compulsive behaviors 
involves family background. In studying various types  of addictions, 
Hirschman (1992) found several themes  repeated with different types  of 
addicts.  One of th e se  themes  was  the presence  of dysfunct ional families 
in the  backgrounds  of addicts.  Functional families offer places  where  
needs  are met,  roles are defined and st rong self -es teem is a t ta ined,  while 
dysfunctional families experience conflict, pain and sh am e  (Bradshaw 
1988).  For the  m os t  part, there w as  either some evidence  of an addictive 
behavior in the  parents  themselves,  or a dysfunctional family environment  
tha t  focused on inadequacy or failure. Additionally, o thers  have  sugges ted  
tha t  dysfunctional families and specifically, parental  influence, may increase 
the  likelihood of compulsive buying in ado lescen ts  ( Jacobs  1986; O'Guinn 
and Faber 1987; Faber and O'Guinn 1988b; Krueger 1988;  d 'A s tous ,  
Maltais, and Roberge 1990).
A third commonality is the presence  of a generalized obsessive- 
compulsive trait (Jenike 1983; Jacobs  1986; Faber and O'Guinn 1988a; 
O'Guinn and Faber 1989; Faber and O'Guinn 1992; Raviv 1993).  The 
presence  of an obsessive-compulsive trait (OC) is currently being classified 
as an anxiety disorder,  where  individuals exper ience recurring though ts  
(obsessions) and behaviors (compulsions) which ultimately cau se  them  a 
great  deal of dis tress  (De Silva and Rachman 1992) .  Additionally, research 
has  shown th a t  there  is a relationship be tw een  the  OC trait and other
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compulsive behaviors,  such  as  anorexia nervosa and bulimia nervosa  (De 
Silva and Rachman 1992).  Those  w ho  score  highly on m easu re s  of this 
trait show a propensi ty to engage  in compulsive behaviors (Faber and 
O'Guinn 1992; Scherhorn,  Reisch, and Raab 1990).
A link be tw een  compulsive behavior and low self -esteem has  also 
been sugges ted (Faber, O'Guinn, and Krych 1988; O'Guinn and Faber 
1989; d 'Astous  1990; and Hirschman 1992).  For example,  Hirschman 
(1992) proposed th a t  compulsive personalit ies could be divided into two 
subtypes ,  both of which have  low self-esteem: the  d is tressed  and the  
sociopathic. For the  d is tressed  subtype,  compulsive buying b ecom es  a 
form of self-medication.  As low sel f-esteem persists ,  the  individual 
engages  in the  behavior as  a m eans  of coping with the  problem. The 
sociopathic subtype  is different in tha t  the  individual is searching  for 
immediate gratification of som e  form, and this may manifest  itself in a 
variety of behaviors.  Subsequently ,  the  "drug" of choice,  w he ther  alcohol, 
narcotics, or purchasing,  can be removed, but the  addiction to certain 
types  of behavior may never change . It is, however,  the  dis tressed 
subtype which appears  to be the  more likely of the  tw o  to engage  in 
compulsive buying. This sub type  looks to outside sources  to e scape  
feelings of anxiety or inadequacy, and is more likely to be a member  of a 
dysfunctional family (Hirschman 1992).
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COMPULSIVE BUYING LITERATURE
As previously s ta ted ,  compulsive buying is defined as:
a re sponse  to an uncontrollable drive or desire to obtain, use,  or 
exper ience a feeling, su b s tan ce ,  or activity tha t  leads an individual to 
repetitively engage  in a behavior tha t  will ultimately cau se  harm to 
the  individual and/or o thers  (O'Guinn and Faber 1989, p. 148).
Compulsive buying takes  place in the  stores,  through the  mail, and over the
phone. Individuals who engage  in this behavior repetitively and
indiscriminately purchase ,  often beyond their means  and without control .
In num erous  accoun ts  of this type  of behavior, individuals exp ress  feelings
of addiction to buying (Krueger 1988; Valence et  al. 1988; Krych 1989).
One of the  first issues which m us t  be d iscussed is the  terminology used  to
describe  the  behavior. Most  of the  researchers  working in this area have
used  the  te rm s  "compulsive shopping" and "compulsive spending" or
"compulsive buying" synonymously.  Nataraajan and Goff (1992) have
taken  issue with this practice as they regard the tw o  terms to describe
sepa ra te  and distinct behaviors.  They su g g es t  tha t  compulsive shopping
and compulsive buying differ in the  sam e  way that  shopping and buying
differ. While shopping is a lmost a lways an teceden t  to buying, pu rch ase  is
no t  a guaran teed  outcome.  There  are different ou tcomes  assoc ia ted  with
the  behaviors tha t  distinguish be tw een  compulsive shopping and
compuls ive buying. For example,  ou tcom es  resulting from compuls ive
shopping might include less t ime for other  activities, but not necessari ly  a
negative  ou tcome.  Compulsive buying, however,  has  a multitude of
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negat ive consequences .  Individuals who  engage  in compulsive buying may 
face is sues  of honesty  with their family members ,  denial of financial trouble 
or, at  the  extreme,  bankruptcy.  With the  clarification of this issue, it 
should be noted tha t  the  focus of this particular s tudy is compulsive 
buying.
As the  literature review sugges ts ,  compulsive buying a n tec e d en ts  
include social, familial, psychological and physiological constructs .  There  is 
evidence tha t  a relationship exists b e tw een  compulsive buying and anxiety.  
In clinical trials, it w as  found tha t  anxiety tha t  w a s  accompanied by 
compulsive buying w as  diminished with the  use  of ant idepressants  
(McElroy et  al. 1991).  The implications for this sugges t  tha t  the  medical  
model previously d iscussed might have  som e relevance for explaining the  
behavior.  One cavea t  of the  McElroy et  al. s tudy is the  sample  size in the  
clinical trial. The sample w as  com posed  of th ree  patients. W hat  is not 
evident in the  results  of the s tudy is if the  purchasing addiction w as  
eradicated,  or if an underlying trait or chemical w a s  altered. If the  former 
is true ,  then there  is clinical evidence of a pure medical model as 
explanation.  However,  if the  latter is true,  then  the  a rgument  for a 
combined model of several forces, such  as the  biopsychosocial  model, can 
be made. Other studies have looked at the  relationship be tw een  anxiety 
and compulsive buying and have found compulsive buyers had more 
anxiety (Valence et  al. 1988; O'Guinn and Faber 1989). Compulsive
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buyers in o ther  studies  also showed  a higher level of obsessive-compulsive 
trait (Faber and O'Guinn 1989; O'Guinn and Faber 1989; Scherhorn,
Reisch and Raab 1990; Faber and O'Guinn 1992).
The research  on the  relationship be tw een  compulsive buying and 
self -esteem is s o m e w h a t  inconclusive. Several s e t s  of researchers have 
found a dif ference in levels of self-esteem b e tw een  compulsive buyers and 
those  who do no t  engage  in the  behavior. Faber and O'Guinn (1992) found 
both screened  and self-reported compulsive buyers  were  lower on self­
e s teem  than w e re  samples  taken from the general  population. This finding 
is cons is ten t  with research reported by Scherhorn e t  al. (1990),  who found 
addicted buyers  to have  lower self-esteem and Hanley and Wilhelm (1992) ,  
w hose  findings su g g e s t  t h a t  compulsive buyers  have lower levels of self­
e s teem  relative to  buyers  who are not compulsive.  Only a weak 
relationship b e tw ee n  the  tw o  constructs  w as  reported by d 'A s tous  (1990) ,  
and Valence et  al. (1988) showed  no differences in self -esteem between 
compulsive and noncompuls ive buyers.  There may be several reasons  as 
to why there  is so m e  disparity in the  research results. The studies reported 
looked for direc t  assoc ia tions  be tween  compulsive buying and self-esteem. 
The problem may be tha t  the  relationship is not direct, but rather is indirect 
through other cons t ruc ts .  The model to be presented  in this study takes  
into accoun t  this possibility.
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Additional research has  looked at money at t i tudes.  With regard to 
compulsive buying, Faber (1992) asserts  tha t  "money c h an g e s  everything" 
in tha t  it allows for self-expression, st ress  release,  and aids in the  
improvement  of self-image. Hanley and Wilhelm (1992) pursued  the  role of 
money and found th a t  for individuals who engaged in compuls ive buying, 
money w a s  quite important.  The respondents  in tha t  s tudy  were  more 
likely than noncompulsive buyers to spend it so as to impress others ,  to 
feel tha t  they did not have enough money, and to exper ience  conflict over 
the  spending of the  money.
Research about  compulsive buying has  not been able to identify any 
one  individual type .  Rather, it has  been noted tha t  compuls ive buyers  do 
not belong to any one  income group, may buy continually or episodically, 
make purchases  for themselves  or for others,  and may be any age  (Faber 
1992).  However,  Scherhorn e t  al. (1990) propose there  may be tw o  types  
of compulsive buyers:  compensa tory  buyers and addicted  buyers.  
Compensa to ry  buyers  are compulsive buyers who are looking to offset  the 
frustrations tha t  accom pany  s tressors  or d isappoin tments ,  while addicted 
buyers  are looking for the  excitement brought on by the  behavior.
Finally, several researchers  have questioned the  ex ten t  of compulsive 
buying in consumers .  d 'A s tous  (1990) proposed tha t  compuls ive buying 
w a s  just  one end of the  continuum of a generalized urge to buy, similar to 
an impulse. The literature is not overly clear on how compuls ive  buying is
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different from impulse purchases .  Faber (1992) no tes  compuls ive  buying 
is, according to the DSM-III (D iagnostic and S ta tis tica l M anual o f  M enta l 
Disorders), categorized as an impulse control  disorder not o therwise  
specified (American Psychiatric Association 1987).  Thus, it would appear 
tha t  compulsive buying is more than just  an extreme point on a cont inuum 
as sugges ted  by d 'A stous .  The sheer  lack of control descr ibed in the  case  
literature would support  this point  (Krueger 1988; McElroy et  al. 1991;  
Christianson et  al. 1994).  Individuals who  simply canno t  s top  purchasing, 
ye t  who are uninterested in their pu rchases  afterwards ,  ex tend the  premise 
th a t  their behavior is just  an ex treme example of normal purchasing 
behavior. Clearly those  di fferences be tw een  compulsive and impulsive 
purchases  need more careful examination.
Impulse Buying
Early research about  impulse purchases  advised th a t  the  topic,  while 
familiar to all, en com passed  too many behaviors  and w a s  not really 
actionable for marketing decisions (Kollat and Willett 1967, 1969).  As a 
taxonomy developed, the  research on impulse pu rchases  focused  on where  
the  decision took place and w h a t  aided in the  decision (D'Antoni and 
Shenson 1973). Individuals who  are unable to control their impulsive 
behavior are entities who  c hoose  short  te rm gratification over long term 
gain (Ainslie 1975).
Recent conceptualizations have  taken a different focus,  which is
more akin to the  compulsive buying const ruct .  Rook and Hoch (1984)
ex tended  the  co n cep t  of impulse purchases  from an unplanned purchase  to
someth ing  more complex, as they identified five different e lements  of
impulsive buyer behavior which dist inguished it from nonimpulsive
purchases :  1) a sudden  onse t  of the  behavior; 2) a lack of control; 3)
conflict be tw een  the  need for gratification and the  potentially negative
c o n se q u e n c e s  of the  act; 4) the  reduction of cognitive evaluation; and 5)
the  lack of regard for the  consequences .  These factors were  also seen  in
individuals labeled as impulsive buyers.  While the  two types  of behavior
are similar and share  characterist ics,  such  as lack of control, it is believed
th a t  compulsive buyers  go beyond the  typical unplanned impulse purchase .
By definition, impulse buying occurs  . . .
"when  a consum er  exper iences  a sudden, often powerful and 
pers is tent urge to buy something immediately. The impulse buy is 
hedonically complex and may stimulate emotional conflict. Also, 
impulse buying is prone to occur  with diminished regard for its 
c o n seq u en ces . "  (Rook 1987, p. 189)
The similarities to compulsive buying are apparent.  There is the  
"powerful and pers is tent urge to buy" which is similar to the  "generalized 
urge to buy" of d 'A s tous  (1990).  The buy may "stimulate emotional 
conflict", which is consis ten t  with the  model of compulsive buying which is 
based  on mood s ta tes ,  as  developed by Briney and Reed (1987).  Perhaps  
the  c loses t  similarity is the  "diminished regard for its consequences" .  No
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regard for o u tco m es  has  been repeatedly p resen ted  in the  literature about 
compulsive buying, as  well as other types  of addictions (Orford 1985;
Peele 1985;  Faber and O'Guinn 1989).
There are several differences be tw een  impulse buying and 
compulsive buying. A primary difference relates to the  level of harm which 
accom pan ies  compulsive buying. This is not a simple impulse buy at  the  
grocery check-ou t  counter ,  but rather whole  ep isodes  of completely out-of­
control purchasing. The impulse buyer may not exper ience the  huge 
am oun ts  of deb t  found with compulsive buyers.
A second  difference be tween compulsive buying and impulse buying 
is the  meaning of the  possession.  Qualitative research has  related 
examples  of individuals who describe their impulse purchases  as  items 
which they "had to have" (Rook 1987).  Conversely,  compuls ive  buyers 
sh o w  evidence  of not wanting the product once  the  purchase  has  been 
made (Faber and O'Guinn 1989). Rather, compulsive buyer ' s  c losets  and 
cabinets  are filled with unused and often u nw an ted  products .  Compulsive 
buyers  receive benefits  from the  purchase ,  not from the  produc t ' s  function 
(Krueger 1988;  O'Guinn and Faber 1989).  It is also proposed that ,  while 
the  behavior of compulsive buyers can be described as  impulsive, the  
behavior of impulsive buyers cannot necessari ly be descr ibed as 
compulsive.
41
Finally, t ime-inconsis tent  behavior has  been  tied to impulse buying 
(Hoch and Lowenstein  1991).  This is behavior which,  if rational decision­
making had been  employed, wouid not have  been  done. This is related to 
the  issue of impulse buying, since the  rational decision-making has  been 
removed. While it may be one  com ponen t  of compulsive  buying, impulse 
buying does  not adequate ly  describe  the  entire construct .
Frameworks of Compulsive Buying
While J a c o b s  (1986) developed a conceptual framework  which 
e n co m p a sse s  a variety of compulsive behaviors,  tw o  other conceptua l 
frameworks have  been  presented  specific to compuls ive buying literature.
Brinev and  Reed Framework. Briney and Reed (1987) presen t  a 
conceptual model of compulsive purchasing behavior, sh o w n  in Figure 2.2.  
Four s tages  of the  framework  exist: "mood or emotion" ,  "purchasing 
behavior",  "immediate ef fects" ,  and "ultimate effects" .  Essentially, this 
framework su g g e s t s  a flow of events  as opposed  to specifying any 
relationships. As indicated in the impulse buying section,  this framework 
begins with mood s t a t e s  or emotions,  and c h an g e s  in mood s ta tes  or 
emotions  which lead to purchasing behavior. The immediate effect  of the  
purchase  alleviates the  adverse  mood, but may ultimately lead to the 
individual experiencing levels of guilt.
Mood States 
or Emotionsr
Purchasing 
Behavior
Immediate
Effects
Alleviation 
of Mood 
or Emotion
FIGURE 2.2  
BRINEY AND REED FRAMEWORK
Reprinted with permission of publisher.
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This framework  offers a sequential ordering of events and 
incorporates  the  impact of moods on the  beginning of compulsive buying 
behavior. It also conceptually cap tures  the  difference between immediate 
effects  of the  behavior and long term effects,  such as guilt. Lacking in this 
framework  is any  indication of etiology of the  behavior. Rather, it c ap tu res  
more of the  p rocess  of ou tcom es  than  an teceden t  development.
Valence e t  al. Framework. Valence et  al. (1988) contend compulsive  
buying is a t  one end of a cont inuum of excessive  consumption buyers .  In 
their taxonom y of buyers ,  they differentiate among the  ( 1 ) emotional, 
reactive consumer;  (2) impulsive consumer;  (3) fanatical consumer;  and  (4) 
compulsive consumer.  The emotional reactive consumer sees  the  
symbolism of the  product as important. The impulsive consumer 
exper iences  a spon taneous  urge to buy without regard to the 
consequences .  The fanatical consum er  focuses  on a single product or 
category .  Finally, the  compulsive consumer ,  in the  Valence et  al. 
continuum,  uses  purchasing to reduce psychological tension and s e e s  the  
purchase  as  a m eans  to relief rather than  possess ion.  It is this latter 
consum er  which is interesting. In the  presentation of their conceptual 
model about compulsive buying, sh o w n  in Figure 2.3,  Valence et  al. 
a t t em p t  to integrate various cons t ruc ts  relevant to studying compulsive 
buying.
Individual-Based 
Forces Driving 
Behavior
Situational
Variables
Family
Environment
Genetic
Factors
Biological
Dysfunctioning
Culture Commercial Advertising 
Environment
Socio-Cultural Influences
FIGURE 2.3
VALENCE, D'ASTOUS AND FORTIER FRAMEWORK 
Reprinted by permission of Kluwer Academic Publishers.
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This framework supports  the  notion of a biopsychosocial  et iology of 
compulsive buying behavior. According to this framework, the re 'a re  
several  individual-based forces which could drive the  behavior. First, there  
is som e  level of interaction b e tw een  the  individual and the  si tuation faced 
(i.e., situational variables). Consumers  w ho  experience a change  in their 
financial situation may be compelled to  increase  their consumption. In 
another  vein, a stressful  situation faced by the  consumer,  such  as  anxiety 
abou t  work, school or interpersonal relationships may initiate the  behavior. 
Also, the individual's personality is seen  as  developing from environmental  
forces,  such as  the  family, and genet ic  factors.  Though the  roles played by 
both are still subject  for debate ,  it is sufficient to sugges t  tha t  substantial  
consum er  socialization takes  place within the  confines of the  family and 
th a t  compulsive buying behavior is potentially learned during this process  
(Faber and O'Guinn 1988b; Valence e t  al. 1988; d 'Astous ,  Maltais and 
Roberge 1990). Some advoca te  tha t  compulsive behavior may be 
genetically encoded (Krych 1986; Lorenz 1986; J a c o b s  1989; Wildman
1989).  In an empirical investigation of compulsive buying, limited evidence 
of a genetically encoded problem w a s  shown,  as  some type of compulsive 
behavior w as  exhibited by a family member  (Valence e t  al. 1988).
The Valence et  al. framework  su g g es t s  a socio-cultural environment 
influence on the  anxiety which produces  the  compulsive behavior. Several 
have  sugges ted  the  mass  media may influence the  co n su m er ' s  need for
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purchasing.  The media constantly  reminds individuals of the  benefits  
assoc ia ted  with having "more",  and the re  is considerable thought  t h a t  the  
influence of advertising and television has  added  to the  development of 
compulsive  buying behavior (Pollay 1986; O'Guinn and Faber 1987; Faber 
and O'Guinn 1988a;  Faber, O'Guinn, and Krych 1988).  Individuals on 
television are portrayed as  having many  material i tems which,  while not 
realistic for m os t  consumers ,  serve to influence consumers  to purchase .
The influence of advertising has  not been  thoroughly investigated in this 
area,  and if compulsive buying is learned behavior,  then unders tanding the  
role socio/cultural  forces play is crucial. These  forces,  in the  form of 
electronic media (advertising,  television and marketing stimuli), have  been  
s u g g es ted  as  affecting this behavior (Valence et  al. 1988; Dawson, Bloch 
and Ridgway 1990).
Also central  to this framework is som e  level of anxiety exper ienced 
by the  consum er .  Specifically, anxiety ac t s  as an intervening variable 
b e tw een  individual-based forces  and socio-cultural influences on actual 
compuls ive buying. It may be tha t  this particular construct  is the  m os t  
important part  of the  entire framework. In the  taxonomy of buyers 
developed by Valence et  al., the  au thors  sh o w  tha t  the key com ponen t  to 
compuls ive buying is the  need  to relieve psychological  tension or anxiety. 
Thus,  the  anxiety const ruct  is the  pivotal point  to the  entire framework; 
without it the  framework does  little to  describe  anything beyond normal
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buying behavior.  As anxiety builds, the  individual is motivated to reduce  it 
by engaging in compulsive buying.
Finally, financial constraints may modera te  the  impact of the  
individual's anxiety on the  potential for compulsive buying behavior.  In 
sum, the  Valence e t  al. framework provides an excellent point  from which 
to begin an empirical investigation of the  potential an tec e d en ts  of 
compulsive buying. It incorporates many of the  a sp e c t s  of the  
biopsychosocial  approach  to studying the  behavior.
Summary.  Three conceptual frameworks  have  been  p resen ted  to 
this point. First, the  J a c o b s '  (1986) framework appea rs  to adequate ly  
captu re  som e  of the  conceptual development of addictive and compulsive 
behaviors. With his framework, J aco b s  offers resea rchers  a picture of the 
process  through which an individual would move from beginning of the  
behavior through to its potentially disastrous end. It does  not,  however,  
clearly identify the  specific constructs  responsible for the  deve lopm ent  of 
the  behavior,  nor does  it make any a ttempt  to elucidate the  specific 
relationships among the  constructs .
The Briney and Reed (1987) framework offers a s n ap sh o t  of the  
behavior on a "micro" level. That is, the  framework depicts  the  process  of 
compulsive buying on the  individual level, showing the  immediate and 
ultimate e ffects  of the  behavior. Once again, the  framework  does  not offer
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any type  an teceden ts  which might explain the  development of the  
behavior.
Finally, Valence e t  al. (1988) move the  conceptua l development of 
compulsive buying one  s tep  closer to a testab le  model. Working from the 
J ac o b s '  framework, th e se  authors  incorporate predisposing conditions 
which are individually based , such as  family environment  and genetic 
factors. The effect  of anxiety, also found in the  J a c o b s '  framework, is 
shown as the  cata lyst  which brings toge ther  th e se  predisposing conditions 
leading to compulsive buying. Furthermore,  Valence e t  al. a t tem pt  to show  
the  impact of culture and financial constraints,  something indicated in the 
literature but not p resen t  in the  other tw o  frameworks.
The benefits  and problems associa ted  with the  three  frameworks 
provide the  basis from which a testable  theoretical  model can be derived. 
There is substantial  evidence to sugges t  t ha t  compulsive behaviors, 
including compulsive buying, have many common beginnings. Based upon 
the  literature reviewed, a model of compulsive buying behavior is derived 
and presented for testing.
PROPOSED MODEL
The J ac o b s  (1986) framework appears  to provide a theoretical 
background for aN compuls ive  behaviors.  On the  o ther hand, the  Valence 
et  al. (1988) f ramework offers a valuable starting point for specifically 
studying compulsive buying. Figure 2 .4  sh o w s  an initial structural  model
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Behavior
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'43f  Shopping 
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FIGURE 2.4  
PROPOSED THEORETICAL MODEL
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of the  an teceden ts  of compulsive buying. This model t e s t s  a spec ts  of the  
an teceden ts  of compulsive buying consis tent with the  three  frameworks 
and the most conclusive and compelling empirical evidence compiled on the 
potential causes  of compulsive buying up to this point in time. In this 
section,  the  different cons t ruc ts  tha t  have been identified as  potential 
an teceden ts  and their structural  relationships are examined.
Exogenous  Const ructs:  Psychological  Traits
Obsessive-Compulsive Trait. Obsessive-compuls ive  trait is defined 
as a trait which leads to behavior which is rigid, unyielding and ritualized, 
becoming a source  of s t re ss  and mounting tension until som e  act  reduces  
tha t  tension (Salzman and Thaler 1981; Jenike 1983).  With respec t  to 
compulsive buying, the  obsessive-compulsive trait has  been shown to be 
assoc iated with compuls ive  buying behavior in a variety of studies,  
primarily those  done by Faber and O'Guinn (1989, 1992).
Learning theoris ts  con tend  the  obsessive-compuls ive trait is 
manifested as a learned response  to mounting tension (Jenike 1983).  As 
the  individual feels the  mounting of tension,  he or she  has  learned tha t  by 
engaging is some specific behavior, anxiety or tension can be reduced. 
Evidence is available which has  linked intensified s t re ss  with the  presence  
of obsessive-compulsive trait (Rasmussen and Tsuang 1984).
Others have sugges ted  a biological etiology for obsessive-compuls ive  
trait. In an argument  for this position, Lieberman (1984) con tends  there
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are similarities be tween  the  presence  of the  OC trait and other psychiatric 
disorders  which have been sh o w n  to be biologically based. Furthermore,  
there  is evidence tha t  individuals with OC trait show a dec rea se  in the  
behavior associa ted  with the  trait when they  are medicated (McElroy e t  al. 
1991).
Compulsive buying behavior is m os t  likely an ou tcom e of the  
obsessive-compuls ive trait through several  other potential a n tec e d en t s .  For 
example,  the  obsessive-compulsive trait is thought  to drive levels of anxiety 
(yn ). The reasoning for the  former path is based on the  theoretical  
literature which indicates th e  obsessive-compulsive individuals exper ience  
grea te r  levels of anxiety (Jenike 1983; Rasmussen and Tsuang 1984; 
J a c o b s  1986; Raviv 1993).  This path w as  tes ted  in Hypothesis 1.
H 1: The higher the  level of obsessive-compulsive trait, the  
more anxious an individual will be—a positive path.
Also, it is likely tha t  obsessive-compuls ive  trait is linked to an overall 
level of impulsivity in the  individual. The repetitive behavior identified with 
the  obsessive-compulsive trait may give rise to other types  of impulsive 
ac ts ,  leading to a generalized level of an impulse behavior (Jenike 1983;  De 
Silva and Rachman 1992).  In the  model, this relationship is cap tured  by y2i 
path and leads to the  second  hypothesis.
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H2: The higher the  level of obsessive-compuls ive trait, the  
more likely it is an individual will engage  in impulsive 
behaviors—a positive y21 pa th .
Self-Esteem. Self-esteem has  been  central  to much of the  addiction 
literature. It is thought tha t  individuals w ho  engage  in compulsive 
behaviors,  such as compulsive buying, may be doing so in part  to 
c o m p en sa te  for a lack of self-esteem. Consis ten t with the  J a c o b s '  model,  
individuals who are predisposed to compulsive and addictive behaviors 
dem ons t ra t e  a sense  of inadequacy often assoc ia ted  with lowered self­
e s t e e m  levels.
Hanley and Wilhelm (1992) found individuals who  engaged  in 
compulsive buying to have lower levels of sel f-esteem.  Similarly, Faber  and 
O 'Guinn 's  (1992) study showed  both self-reported compulsive buyers  and 
th o s e  people screened for compulsive buying to s h o w  lower levels of self­
e s t e e m  than other members  from the  general  population. Individuals w ho  
feel inferior or inadequate may feel g rea ter  levels of anxiety and sea rch  for 
activities tha t  lessen the anxiety (Jacobs  e t  al. 1989) .  In sum, se lf -esteem 
is tho u g h t  to drive anxiety, leading the  individual to search  for som e  mode  
of tension reduction. This is represented by the  y12 path in Figure 2 .4  and 
leads to Hypothesis 3 for the  model.
H3: The lower the  level of sel f -esteem felt by an individual, 
the  greater the  level of a n x ie ty -a  negative y1 2  path.
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Exogenous Constructs :  Family Environmental/Socialization Factor
Parental  Influence. The traditional parental  socialization literature has 
focused on rational decision-making (Ward 1974; Moschis and Churchill 
1978; Moschis  and Moore 1979).  However,  not all socialization has  a 
positive ou tcom e.  It is the  premise of this s tudy tha t  dysfunctional 
parental  influence may result in less rational consumption behavior, such  as  
compulsive buying.
One area  of s tudy which relates to consum er  socialization is the  
s tudy of intergenerational transmission of values,  at t i tudes,  and behaviors.  
This research s t ream  holds th a t  the  s tudy of behaviors  as  they appear  in 
success ive  genera tions  is important to a richer unders tanding of consumer  
socialization (Miller 1975).  One team of re searchers  found effects of 
intergenerational transmission  of brand and store choice as  modera ted by 
the  s t rength  of influence and the opportunity for influence (Heckler,
Childers and Arunachalam 1989).  Miller (1975) reports  evidence of 
intergenerational transmission  of a variety of behaviors,  but there is 
extreme continuity be tw een  genera tions  w hen  it co m es  to impulsive 
consum er  actions .  Similarly, J a c o b s '  view of gambling as a "family 
d isease"  is also consis ten t  with the transmission of behaviors from 
generation to generation (Jacobs  1989).
The current conceptualization focuses  on tw o  broad aspec ts  of 
family influence as  it relates to compulsive buying: 1 ) the  purchasing and
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giving of material i tems by parents  as  compensation during t imes  of s t re ss  
and sadness  and 2 ) the  perception of parents  engaging  in the  compulsive 
behavior.
There is solid support  for this conceptualization of parental influence 
on the development of compulsive buying. First, it is possible tha t  parents  
may condition their children to become compulsive buyers  by granting 
monetary  or material gifts as  a means  of alleviating s t ress .  As the  children 
become adults and begin to experience everyday s t re sse s ,  they  may turn to 
buying as a m eans  for reducing this s t ress  or com pensa t ing  for loneliness. 
This buying behavior may become uncontrollable,  leading to compuls ive 
buying. For example,  Krueger (1988) reports tha t  compuls ive  buyers  were  
compensa ted  with material i tems by parents  when  they  were  u pse t  or 
s tressed .  When feeling "bad", they "rewarded" them selves  with shopping.
Second,  Krueger (1988) noted some parents  may be emotionally 
absen t  from their children, preferring to subst i tute  material i tems for 
emotional ties. Family environments have been found to be faulty in a 
variety of other  addictive behaviors. First, Zucker and Gomberg (1986) 
noted tha t  faulty parent-child con tac t  often leads to later alcoholism. The 
parents  were seen  as  providing inadequate care and a lack of c o n tac t  with 
their children. This sam e  environment has been blamed for long term 
effects on sel f-esteem and depression levels in the  adult  children of 
alcoholics (Domenico and Windle 1993).
Research on the  families of pathological gamblers  has  also show n  
tha t  the  children of these  individuals had memories of unhappy  childhoods, 
and experienced feelings of inferiority, inadequacy and neglec t  (Lesieur and 
Rothschild 1989).  Another s tudy  reported earlier onse t  of pathological 
behaviors such as overeating,  drug use  and cigarette smoking in children 
with parents  who were  pathological gamblers  ( Jacobs  et  al. 1989) .  These 
sam e  children appeared to have  been affected by behaviors such  as  the  
absence  of a parent, the  p a ren t ' s  preoccupation with his/her ow n  is sues  or 
a parent ' s  inconsistency in the  t r ea tm en t  of the  child. Evidence of family 
dysfunction is especially prevalent in the  a reas  of eating disorders  as  well. 
The bulimic groups have  less unders tanding and more neglec t  and rejection, 
while dysfunction of a different type  w a s  found in anorexic families 
(Humphrey 1986, 1988, 1989a ,  1989b).
For compulsive buying, Faber and O'Guinn (1988b) found gifts a s  a 
means  of showing affection to  be the  m os t  critical face t  of parental  
behavior 's  influence on compulsive  buying. Many re searchers  (Winestine 
1985; Krueger 1988; Valence e t  al. 1988; d 'A s tous  1990; Scherhorn
1990) have sugges ted  the  role of early childhood developm ent  as  a cause  
for compulsive buying behavior.  Krueger (1988) con tends  th a t  childhood 
exper iences of inadequate  love or approval may influence the  development 
of addictive consumption behavior.  If this is learned behavior,  then  there  is 
a place for the  argument tha t  congenital  forces and/or family socialization
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may influence the  development.  Winestine (1985) notes  th a t  inappropriate 
relationship developm ent  in early childhood may influence the  individual to 
en g ag e  in any one of several addictive behaviors.  Scherhorn (1990) 
adv o ca te s  tha t  individuals socialized in this manner may have been 
c o m p en sa ted  for a lack of caring with money or gifts more frequently  than  
in o ther families.
The link be tw een  parental  behavior and subsequen t  adult behavior 
has  not  been examined within this framework (i.e., parents  with 
compulsive  buying syndrome as a coping s tra tegy may condition their 
children to develop compulsive buying syndrome).  Many 
addictive/compulsive behaviors s ee m  to be influenced by parents  in th a t  
the  parents  themselves  engaged  in the  behavior as  a means  of coping with 
s t re ss  and tension (e.g., Hirschman 1992; O'Guinn and Faber 1989;  Orford
1985) .  In turn, children/adolescents  observe  this behavior and may 
subsequent ly  copy it later in life. Valence et  al. (1988) a t tem pted  to 
m easu re  the  role of parental influence,  but eventually omitted several  i tems 
relating to adolescent  exper iences  with external influence (i.e., the  role of 
parents)  with regard to  spending money.  This omission may have been  the  
result from a too narrow focus on the  parental  behavior.
Studies  have shown tha t  children of addicted individuals tend  to 
en g ag e  in addictive behaviors.  Valence e t  al. (1988) found evidence  of 
w h a t  they  called a "congenital" compulsive buying problem. An
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investigation into the  buying habits of ado le scen ts  also found a positive 
correlation be tw een  parents  who displayed compuls ive buying behaviors  
and ado lescen ts  who engaged in the  behavior (d 'Astous  et  al. 1990).
Miller (1975) sugges ted  tha t  consumer  behavior pa t te rns  were  transmit ted 
be tw een  generations  of families, especially purchase  behaviors  which were  
considered to  be impulsive.
Evidence in this area has also been  s h o w n  for other ty p es  of 
addictive behaviors.  One researcher  found th a t  many pathological 
gamblers  had parents  who engaged in the  s a m e  behavior (Wildman 1989),  
while nearly one-half of a sample of pathological  gamble rs  in another  s tudy  
cam e  from families with alcoholism or ser ious  psychiatric illness (Lorenz
1986).  Thus,  based upon the  research reported,  there  appears  to be som e  
relationship be tw een  the  engagem ent  by pa ren ts  in som e  dysfunctional,  
addictive behavior and the  development of th a t  behavior in the  next  
generation.
The parental influence const ruc t  is modeled as  a single exogenous  
cons t ruc t  com posed  of the  three d imens ions  of influence: copied parental  
compuls ive  behavior, gift-giving as  rewards ,  and  parental  neglect .  There 
are several  hypothesized paths leading from the  parental influence 
const ruct .  First, parental influence is th o u g h t  to be positively related to 
levels of anxiety {yu ). The basis for this pa th  is th a t  individuals who have
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exper ienced neglec t  or surrogate  affection may have  greater levels of 
anxiety.  In hypothesis  form, this relationship can be s ta ted :
H4: The grea te r  the  p resence  of parental influence, the  more 
likely it is an individual will exper ience anxiety during t imes of 
s t r e s s —a positive y]3 path.
The second  path  from parental  influence is hypothesized to lead to 
shopping mot ivations (y33). This path is supported  by the  literature in the  
following way.  First, individuals who  are socialized during childhood to 
expec t  material i tems to be adequa te  rewards  or rep lacements  for affection 
may continue the  patte rn  into adulthood. That is, as  things go wrong for 
them or they seek  attent ion,  they may automatically turn to material i tems 
for solace.  This would then  serve as  a motivation for shopping. There is 
also evidence which su g g e s t s  tha t  compulsive buyers  who  s a w  there  
parents  engage  in the  behavior may seek to repeat  the  behavior as a means  
of coping with s t r e s s  (Faber, O'Guinn and Krych 1988; Faber and O'Guinn 
1988; O'Guinn and Faber 1989; d 'A s tous  1990).  Individuals who s aw  
their parents  seek  shopping  as an outlet for s t re ss  or enjoyment are likely 
to follow such behavior.  Thus, hypothesis  5 is:
H5: The grea te r  the  presence  of parental  influence, the  more 
likely it is an individual will seek shopping as  a m eans  to 
feeling b e t t e r - a  positive y33 path.
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Finally, a relationship be tween  parental influence and compulsive 
buying is hypothesized (y43). Evidence has  been presented  which indicates 
th a t  individuals a t  risk of developing compulsive behavior had paren ts  who  
engaged  in some addictive or compulsive behavior. With re spec t  to the  
compuls ive  buying issue, the  presence  of compulsive buying behavior  in a 
parent,  not just  any compulsive behavior, would sugges t  t h a t  the  child 
would be a t  a greater risk to engage  in tha t  specific behavior,  rather  than  
other compulsive behaviors.  Thus, hypothesis 6  sugges ts :
H6 : The grea te r the  presence  of parental  influence, th e  more 
likely it is the  child, as an adult, will develop compuls ive 
buying—a positive y4 3  path.
Endogenous  Constructs
Anxiety. Individuals who  engage in compulsive behaviors  are 
thou g h t  to be more anxious  than other members  of the  population.
Anxiety is defined as an overall trait tha t  cause s  the  individual to seek  
activities which relieve the  psychological tension brought on by the  
anxiety.  As discussed in previous sections,  anxiety is th o u g h t  to be related 
to obsessive-compuls ive disorder,  which is classified as an anxiety  disorder 
(American Psychiatric Association 1987). As anxiety mounts ,  a 
predisposed individual may pursue behaviors which d ecrease  th a t  anxiety.  
This is consis tent with the  framework developed by Valence e t  al. (1988)
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which held anxiety to be central to  the  p resence  of compulsive buying 
behavior.
In the  proposed model, anxiety is posited to be influenced by the  
obsessive-compuls ive  trait, sel f-esteem and parental influence. In turn,  
anxiety is proposed to directly affect  levels of impulsive behavior, shopping 
motivations and compulsive buying. As individuals feel more and more  
anxiety,  they are motivated to decrease  those  feelings. If the  individual 
feels anxiety, he or she may frantically search  for m eans  to lower the  
anxiety.  This action may lead to behaviors perceived to be impulsive (/?21). 
This leads to hypothesis 7.
H7: The greater the  level of anxiety experienced by an 
individual, the  greater the  level of impulsive behav io r -a  
positive / ? 21 path.
The relationship be tw een  anxiety and shopping motivations is 
posited to be positive. An individual who is predisposed  to the  risk of 
compulsive buying is more likely to  experience higher levels of shopping 
motivation to relieve this s tress .  This relationship is captured by the  $31 
path  and hypothesis 8 .
H8 : The greater the  level of anxiety,  the  more motivated the  
compulsive buyer will be to engage  in shopping activities—a 
positive path.
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Finally, it is posited in the  model th a t  anxiety is a direct  an teceden t  
to compulsive  buying (/?41). Consistent with th e  f rameworks  developed by 
J ac o b s  (1986) and Valence et  al. (1988), it is the  heightened sense  of 
anxiety which drives the  individual to behaviors which will lessen it. Thus, 
hypothesis  9 posits:
H9: The greater the level of anxiety,  the  more likely it is an 
individual will engage  in compulsive b u y in g -a  positive /?41 
path.
Impulsive Behavior. As noted in previous sec tions ,  compulsive 
buying is cata loged  as an impulse control disorder  not e lsewhere  classified. 
This categorizat ion bolsters the  contention th a t  individuals who engage  in 
compulsive buying are generally more impulsive (O'Guinn and Faber 1989; 
Faber and O'Guinn 1992; Faber 1992).  It is p roposed  the  general  
impulsive behavior directly leads to compulsive buying (/?42). The more 
impulsive an individual is, the  more likely it is he /she  will engage  in 
behavior which provides an outlet for the  impulsivity. This premise is 
noted in hypothesis  1 0 :
H10: The more impulsive an individual is, the  more likely 
he /she  will exhibit compulsive buying behavior—a positive /?42 
path.
Anxiety Reduction Through Shopping Motivation.  Given the  other 
cons t ruc ts  already specified for the  proposed model,  shopping motivations
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are much more  closely aligned with compulsive buying b e ca u se  of the  
shopping-purchasing relationship. Although it has  already been  s ta ted  tha t  
compulsive buying and compulsive shopping are dist inct  cons t ruc ts ,  it may 
be argued th a t  individuals who enjoy shopping or w ho  find shopping serves  
som e  need beyond a utilitarian function are more  likely to engage  in 
compulsive buying than  are those  who do not enjoy it. Thus,  shopper  
motivation as  anxiety reduction is a direct a n teced en t  of compulsive  buying 
(£4 3 )• That is, given all of the  other traits and behaviors  in the  model, it is 
shopping to reduce  anxiety which pushes  the  individual to  c h o o se  buying 
over  other potential  addictions.
Several d imensions  of shopping motivations as  anxiety reduction are 
investigated in the  p resen t  study. The first of the se ,  shopping as 
recreation, is w hen  the  individual engages  in shopping activities as  a m eans  
of leisure. Second ,  shopping can be a means  of self-gratification through 
which the individual can gain satisfaction or pleasure.  As Krych (1988) 
indicates, compuls ive behavior often begins as  a pleasurable  activity or 
exper ience.  A third motivation for shopping is prestige.  People who  shop 
for reasons of pres tige are looking to enhance  their image. Fourth, 
individuals may search  for variety through their shopping exper iences.  
Finally, shopping as  a diversion, is the  motivation to need  to change  the  
daily routine.
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As anxiety begins  to mount ,  the  individual may be motivated to go 
shopping. Once in s to res ,  the  individual will be confronted with multiple 
product offerings. This exposure  provides an envi ronment where  he or she 
may begin to purchase  impulsively. Thus, hypothesis  11 directly relates 
shopping motivations to impulsive behavior.
H 1 1: The more likely it is an individual e n g ag e s  in shopping 
for anxiety reduction,  the  more likely it is he  or she  will 
engage  in impulsive behavior--a positive / ? 2 3  path.
Finally, shopping motivations,  which can be described a intentions to 
reduce anxiety, can be  related to compulsive buying. Krueger (1988) 
reported tha t  individuals w h o  engaged in compulsive buying related stories 
of shopping to feel bette r .  Thus, hypothesis  12 is:
H12: The more  likely it is an individual e n g ag e s  in shopping 
as anxiety reduction (i.e., recreation,  self-gratification, 
prestige, variety, or diversion), the  more likely it is he or she  
will develop  compulsive buy in g -a  positive / ? 4 3  path.
Compulsive Buying. At present,  tw o  research t e a m s  have focused  
on the development of ins truments  which appropriately tap  the  consum er ' s  
propensity to engage  in compulsive buying behaviors (Valence et  al. 1988; 
Faber and O'Guinn 1992).  However,  each  group of resea rchers  has  taken 
a different approach to  the  ta sk  of scale development.
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Building upon their earlier work, Faber and O'Guinn (1992) 
developed a scale  intended to screen  compulsive buyers out of the  general  
population. Previously, the  use  of self-reported compulsive buyer sam ples  
had limited researchers  in examining the  phenomenon of compulsive buying 
behavior. In addition, some individuals may have difficulty in dist inguishing 
com pulsive  buying from impulsive  buying behavior.  Nataraajan and Goff 
(1992) point  out th a t  distinct dif ferences may exist be tw een  compulsive 
shoppers  and compulsive buyers, much in the  same way tha t  shopping  
may be conducted  for reasons  th a t  may differ from the  motivation for 
purchasing. Consequently ,  a screening instrument for compulsive buying is 
badly needed.
Summary. The relationships presented  in the  theoretical  model w ere  
derived from previous literature and a t tem pts  at  new contributions to the  
literature were  made. Table 2.1 summarizes the  hypotheses  and pa ths  
from the  model.  Several points about the  model can be made. First, it 
appea rs  this is the  first a t tem p t  a t  presenting a testable model derived from 
th e  several  different conceptual fr ameworks  previously discussed . Another 
contribution is the  inclusion of the  parental influence cons t ruct  to the  
model. Although represented in the  literature, few a t tempts  have been  
m ade  to soundly  tap  the underlying construct .  Finally, al though much  of 
the  previous literature has d iscussed  the  role of psychological trai ts  su ch  as  
self -es teem and obsessive-compuls ive trait, there  has  been no a t t e m p t  to
incorporate the  role of shopping motivations in the  development of 
compulsive buying.
TABLE 2.1
HYPOTHESIZED RELATIONSHIPS AMONG CONSTRUCTS
H y p o t h e s iz e d  R e la t io n sh ip s Path #
OC Trait -* A n x ie ty Kii 1
OC Trait -» Im p u ls iv e  B ehavior Y21 2
S e l f -E s te e m  -* A n x ie ty Yl2 3
Parental In f lu en ce  -* A n x ie ty Y 13 4
Parental In f lu en ce  -* S h o p p in g  M otiv a t ion s K33 5
Parental In f lu en ce  -* C o m p u ls iv e  Buying K43 6
A n x ie ty  -» Im p u ls iv e  B ehavior 021 7
A n x ie ty  -» S h o p p in g  M o t iv a t io n s 031 8
A n x ie ty  -» C o m p u ls iv e  Buying 041 9
Im pu ls ive  B eh a v ior  -» C o m p u ls iv e  Behavior 042 1 0
S h o p p in g  M o t iv a t io n s  -* Im pulsive  Behavior 032 11
S h o p p in g  M o t iv a t io n s  -» C o m p u ls iv e  Behavior 043 1 2
CHAPTER THREE 
RESEARCH METHODOLOGY
Introduction
Chapter Three is designed to provide the  foundation upon which the 
various co m p o n en t s  of the  dissertation w ere  developed. While all of the  
studies followed the  sam e  research design,  different studies required 
different levels and  types  of analyses.  Also found in this chapte r are the  
requirements  for e ach  of the  techniques  involved and the  preferred levels of 
significance.  Finally, each  s tudy is identified for the  reader and the 
purposes  of the  s tudy  are explicated.
Research Design
The research  design selected for this s tudy  is a cross-sectional 
design employing random sampling techniques  along with some stratified 
sampling.  Previous studies  focusing on compuls ive  buying have also 
employed such  a design.  The next likely alternative to a cross-sectional 
study would be a longitudinal design.  This would allow the focus  to be on 
a group of individuals who may have some of the  psychological traits 
proposed in the  s tudy  and who may come from family environments  which 
predispose th em  to compulsive buying behavior. However,  the  difficulty of 
finding a subs tantia l  cohort  to  follow over a period of t ime is monumental .  
Secondly,  the  am o u n t  of t ime required to follow such  a group exceeds  the 
time const ra in ts  imposed by the dissertation process .
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Similarly, another  approach to studying compulsive behavior would 
be to develop case  studies  for several individuals. This would alleviate 
some of the  issues  assoc ia ted  with the longitudinal approach  while 
allowing for ef fects  of t ime. The primary problem with this approach  is the  
lack of ability to generalize.  This ethnographic approach would m os t  
certainly shed light on the  development and process  of the  problem, but 
would not allow for any  type  of theory testing.  This approach , however,  
would be ideal for earlier s tag es  of the  s tudy of this type  of behavior.
Another  alternative design would be an experimental  design.  The list 
of difficulties assoc ia ted  with this design is quite lengthy. First, the  ta sk  of 
identifying the  correct  cells in which to te s t  the  model could becom e  
impossible.  On w h a t  cont inuum could the  cells be developed? It is 
possible tha t  the  J a c o b s '  predisposing conditions (as p resen ted  and 
d iscussed  in Chapter Two) could be used in a 2x2 design.  However,  once  
tha t  ta sk  w as  accomplished,  the  necessity of identifying and const ruct ing  
the  bes t  manipulations in order to find effect  sizes of any c o n se q u e n ce  
would be problematic.
Given the  various constraints  and problems assoc ia ted  with o ther 
options,  the  cross-sect ional design appears  to be the  bes t  choice.  In this 
case ,  the  theoretical  developm ent  does  give rise to a sequential  ordering of 
cons t ruc ts  necessa ry  for the  structural equation analysis.  One c av e a t  is 
needed. The use  of the  structural equation modeling in this disser ta tion
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should not be taken as  a m e an s  to establishing causality. Rather,  the  
purpose  is to show  theoretically linked const ruc ts  in structural 
relationships.
The measures  for the  s tudy  have  been carefully selected to b e s t  tap 
the  various cons t ructs  in the  model.  While m os t  of the  m easu res  w ere  
selected from existing s tudies,  one  construct ,  parental  influence, required 
the  development of m easures .  This requirement led to the  deve lopm ent  
and implementation of several  studies  prior to the  pretest  and main s tudy  
for the  purpose of scale development .  The exis tence  of such  
psychometrically sound m e asu re s  improves the  chances  the  cross-sect ional  
design will adequately cap ture  the  e s se n ce  of the  study.
Overview of Measures  and M easu rem en t  Mode!
Crucial to the  su c c e s s  of the  dissertation w as  the  appropria te  use  of 
psychometrically sound m easures .  As previously s tated,  m e asu re s  for six 
of the  seven const ructs  were  already established in the literature. In most 
cases ,  the measures  had been  repeatedly  validated in a number of different 
studies  across  disciplines. A potential problem would exist if the  sca les  
were  shown to be ineffective in the  p resen t  s tudy. Subsequently ,  e ach  
scale w as  tes ted  in a variety of w ay s  in several studies before being 
employed for the  final s tudy of the  dissertation.
Determining Multivariate Normality. Each item and each  sum m ed  
scale  were  examined for depar tu res  from multivariate normality. This
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examination w a s  absolutely necessa ry  as  one of the primary a ssum ptions  
of the  LISREL technique is tha t  the  m easu rem en t  items and the  latent 
variables be multivariate normal. While not reported here, m easures  of 
mean  levels, s tandard  deviations,  var iances ,  sk ew n ess  and kurtosis w ere  
evaluated  for each  item. The data  w ere  also examined for outliers and 
influential da ta  points which might subsequent ly  impact the  analysis and 
results.  In m os t  c ases ,  the  data  were  deem ed  to be appropriate for the  
analyses.
M easures  of Association.  Studies which were  done prior to the  
developm ent  of the  pre tes t  were  used  to determine some measure  of 
association  among the  cons tructs .  In several cases ,  the  scales  chosen  
were  unusually long, aimed at  measuring a variety of dimensions of a 
cons t ruc t .  For example,  the  Maudsley Obsessive-Compulsive Scale 
conta ined  nearly thirty i tems, while the  complete  Shopping Motivations 
scale  conta ined  ninety-seven items. The length of these  scales  precluded 
u sage  in their entirety. Subsequently ,  pilot studies were done to identify 
dimensions  which did not empirically or theoretically relate to the  focal 
cons t ruct :  compuls ive  buying (in the  case  of shopping motivations) and  to 
explore the  dimensionali ty of the  sca le  (in the  case  of the  Maudsley 
Obsessive-Compuls ive Scale). Using correlations as measures  of 
assoc iation,  subdimensions  of the  shopping motivations scale were  
dropped if the  significance level w a s  grea te r than .0 1 .
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internal Consis tency. The next s tep  in the  analysis of the  m easures  
w as  to determine the  internal consis tency of the  scales.  Several m easures  
of internal consis tency  were  employed in this s tep .  First, a Cronbach 's  
alpha w as  identified as one measure  of the  reliability of the  scale. Second,  
the  item-to-total correlations for a scale were  also used to de termine the 
internal consis tency .  A scale is considered to be internally cons is ten t  if the  
item-to-total correlations are .5 or greater (Nunnally 1978).  Third, 
composi te  reliabilities were  calculated for each  scale  via confirmatory factor 
analysis using LISREL VII (Joreskog and Sorbom 1989).  The composi te  
reliabilities are m easures  of how well a latent cons t ruc t  can be indicated by 
the  scale i tems. These are exceptionally important because  they  can be 
used to dete rmine  the  am oun t  of error assoc ia ted  with the  measurem ent .  
Higher levels are desired,  al though in som e case s ,  the  composi te  reliability 
can fall in the  .60  to .70  range (Hayduck 1987;  Hair, Anderson, Tatham, 
and Black 1995) .
Another measure  of the  internal cons is tency  of a scale is the  average  
variance ex trac ted .  The average variance ex trac ted  m easures  the  am ount  
of variance in the  indicator explained by the  la tent variable. Fornell and 
Larcker (1981) advoca te  a level of .50 or higher.
Discriminant Validity. Of equal importance to the  determination of 
psychometrically sound scales  is the  a s s e s s m e n t  of discriminant validity 
among the  various const ruc ts  in the  model.  Thus,  each  possible pair of
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const ructs  in the  model w a s  evaluated for the  p resence  or absence  of 
discriminant validity. This w a s  determined using three  approaches .  First, 
for each pair of const ruc ts ,  one-factor and two-fac to r  models were  tested .  
In the  case  of the  one-factor model,  all i tems relating to the  tw o  constructs  
under consideration are t e s t ed  as indicators of a single cons truct .  For 
example,  to de termine discriminant validity be tw een  the  self-esteem and 
parental influence cons t ruc ts ,  all of the  indicators from both const ructs  
would be loaded on a single construct .  Conversely, in a two-fac tor model, 
each set  of i tems would be s e t  to load on their respect ive  const ructs .  For 
discriminant validity to be  established, the  fit of the  two-fac tor model 
should be significantly better than the  fit of the  one-factor model.  The 
significance can be es tablished by using the  x 2 difference t e s t  (Hayduck
1987).
The second manner  in which discriminant validity can be determined 
is the  use of confidence  intervals around the  phi (0) estimate .  The 0  
estimate  represents  the  correlation be tw een  the  various exogenous  
cons t ructs  in a structural  model or all of the  cons t ruc ts  in a m easurem ent  
model. Confidence intervals are calculated by multiplying the  standard 
error for the  es timate  by tw o  and adding or subtracting tha t  product  to the 
0  estimate.  Confidence intervals which do not contain the  value of "1" are 
considered to be indicative of discriminant validity (Bagozzi and Phillips 
1982; Anderson and Gerbing 1988).
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Finally, a more rigorous te s t  of the  discriminant validity b e tw ee n  tw o  
cons t ruc ts  is the  comparison of the  average variance extracted to the  
square  of the  0  estimate.  Discriminant validity is present if the  average  
variance ext racted  is greater than the  square of the  0  estimate.
Other Signs of Strong Measurement.  There are several o ther 
indicators of the  appropria teness  of scale items available to the  researcher .  
First, the  standardized loadings for each item to the  latent cons t ruc t  should 
be fairly high, .5 or higher (Hayduck 1987).  A problem which arises 
concerns  those  items which load poorly on scales which have  been  
previously established and docum ented  in the literature. For th e  purposes  
of this dissertation,  i tems which loaded poorly were retained b e ca u se  of 
their history in the  literature.
Another indicator of s trong m easurement  is the  significance of the  t- 
value.  T-values which are grea te r than 1.96 are considered to be 
significant. For this dissertation, all t-values were significant, even in the  
f ew  case s  where  the  loading w as  rather poor.
Finally, the  standardized residuals for each  pair of i tems w as  
examined.  Residuals greater than tw o  are considered to be indicators of 
poor fit be tw een  an item and its latent construct .  It is important to realize 
tha t  the  m os t  important residuals to examine are those  which are "within" 
const ruct .  That  is, the  residual be tween  an individual item and its latent 
cons t ruc t  should be fairly small if the  item is a true manifestation of the
7 3
unobserved  construct .  However,  it would be expec ted  tha t  a higher 
residual would result be tw een  an item expec ted  to load on cons t ruc t  A and 
an item loading on construct  B.
Confirmatory Factor Models. Three of the  seven  cons t ruc ts  in the  
model (parental influence, shopping motivations,  and compulsive buying), 
were  com posed  of several dimensions.  Early analyses  revealed single 
dimensional approaches  to these  cons t ruc ts  were  either theoretically 
inadequate  or empirically poor. For example,  the  literature suppor ts  several  
dimensions of parental influence such as  parental  influence through 
vicarious learning (i.e., child observed pa ren t  engaging in the  behavior and 
subsequent ly  mimicked it), through s t re ss  reduction behavior (i.e., child is 
unhappy, parent uses  material item to alleviate child's s t ress  or sadness) ,  
and influence through neglect  (i.e., parent  u ses  material i tems as  
sur roga tes  for at tention).  Thus, analyses  were  performed which took into 
accoun t  this multidimensionality.
Similarly, the  compulsive buying and shopping motivations 
cons t ruc ts  were  deemed to be multidimensional and bes t  captured by 
several  dimensions which were  theoretically and empirically related.  As 
such, the  scales  for each cons t ruc t  were  te s t ed  in several models prior to 
being summed and used as indicators in the  overall seven cons t ruc t  
m easu rem en t  model te s ted  in the  p re tes t  and main studies.  The purpose  of 
this procedure  is to show  tha t  som e  of the  cons t ruc ts  (i.e., parental
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influence, shopping motivations,  and compulsive buying could be 
represented  as  higher-order factors.
The first model est imated w as  a correlated first-order factor model. 
Examples of th e se  models are shown in Figures 3 .1 ,  3 .2 ,  and 3.3.  It w a s  
from th e se  models  th a t  the  item loadings,  t-values,  composi te  reliability, 
and average  variance ex tracted  est imates  w ere  obtained.
A second  model t e s ted  w as  a higher-order factor  model.  These 
models are sh o w n  in Figures 3.4,  3 .5 ,  and 3 .6 .  These  models contained a 
single overall cons t ruc t  which w as  designated  as  an exogenous  construct .  
This cons t ruc t  did not have any indicators, bu t w a s  modeled as  giving rise 
to four (compulsive buying) or five (shopping motivations) endogenous  
const ructs .  It w a s  these  endogenous  cons t ruc ts  which gave rise to the  
manifest  variables or indicators.
The third model t e s ted  w as  a single cons t ruc t  model with summed 
indicators. These  models are shown in Figures 3 .7 ,  3 .8  and 3.9.  The 
different d imensions  of the  const ruc t  were  sum m ed and used as indicators.  
Therefore, for the  parental influence cons t ruc t  there  were  three  indicators; 
for the  compuls ive  buying const ruc t  there  were  four indicators; and for the  
shopping motivations  as  anxiety reduction cons t ruc t  there  were  five 
indicators.
The final model t e s ted  w as  a null model.  This model a ssum ed  no 
relationships b e tw een  indicators and latent const ruc ts .  It w as  expec ted
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t ha t  this model would be very poor in its fit, supporting the  content ion of 
st rong measurem ent .  For each of these  models,  several  m easu res  of fit 
were  used to determine their adequacy in fitting the  data .
The LISREL package  provides the goodness-of- fi t  index (GFI) and the  
adjusted goodness-of-f i t  index (AGFI). The GFI again takes  a m easure  of fit 
be tw een  the  input matrix and the predicted matrix,  bu t does  not consider 
the  degrees  of freedom nor is it a te s t  statistic.  Subsequently ,  there  is no 
cutoff level for significance, merely preferred levels of perform ance.  The 
AGFI does  consider the  size of the  model and is usually lower than  the  GFI, 
making it a parsimonious fit index (Hair e t  al. 1995).  Again, it c an n o t  be 
used  as  a t e s t  stat ist ic.  In both cases ,  levels of .90  or better are 
considered to be ideal.
Two o ther m easu res  of fit are known as incremental  m easu res  (Hair 
et  al. 1995),  which compare  the fit of the  proposed  model to the  fit of a 
null model.  The Comparative  Fit Index by Bentler (1990) and the  Tucker- 
Lewis Index (Tucker and Lewis 1973; Marsh,  Balia, and McDonald 1988) 
are in this ca tegory .  Recommended levels for both  are .90  or greater 
(Mulaik e t  al. 1989;  Bentler 1990).  In comparing correlated first-order 
factor models with higher-order factor models,  a x 2 difference t e s t  w a s  also 
used. The difference in the  x 2 values be tw een  the  tw o  models  can be 
te s ted  for significance using the  x 2 difference t e s t  a t  the  appropriate 
degrees  of freedom.
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Overview of Structural Model
The analytical approach for testing the  p roposed  structural  model 
w a s  an analysis of covariance structure or structural  equat ion modeling.
The purpose of using structural equation modeling is t h a t  it provides an 
opportunity to es timate  the  hypothesized relationships among latent 
cons tructs ,  while simultaneously incorporating the  potentially biasing 
effects  of random m easurem ent  error. This procedure  allows for a more 
rigorous te s t  of the  theory  which underlies the entire sy s tem  (Bentler and 
Chou 1987; Bollen 1989; Joreskog and Sorbom 1989) .
To evaluate  the  structural  model, the sam e  m easu re s  of fit d iscussed  
above were  used to determine the adequacy of the  model, as  well as 
individual path significance and variance explained es t im ates  in e ndogenous  
constructs .
Not unlike the  loadings for the  constructs ,  the  path  coefficients can 
be te s ted  against  zero with the  t-value. T-values above  1 .96  are 
considered significant for two-tailed te s t s  (Hair et  al. 1995).  Furthermore,  
the  standard errors for each estimate are computed  which allow the  
researcher to identify levels of precision in the es timate .  Finally, the  
am ount  of explained variance in the endogenous  co ns t ruc ts  can  be 
calculated. One minus the  psi estimate (psi is the  am o u n t  of theoretical  
error left in the  equation) approximates  the  am ount  of variance explained. 
Higher numbers ,  especially for the outcome cons t ruc ts ,  are desired.
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Dissertation Studies
Multiple studies were  done  in an effort to provide the  s t ronges t  te s t  
of the  model. The s tudies  represen t  a methodical  approach  to building 
different parts  of the  model in a rigorous fashion. Through an iterative 
p rocess ,  each scale w as  developed or validated several t imes prior to being 
used in the final study.
Study #1: Parental Influence Scale Development:  S tage  1. Early 
literature revealed a potential a n teced en t  which had ye t to be examined in 
any studies.  This construct ,  the  influence of parental behavior during the  
childhood of the  respondent,  w a s  crucial to the  test ing the  biopsychosocial  
theories  being developed to explain addictive behaviors,  such  as 
compulsive buying. The literature sugges ted  th ree  dimensions  or a sp ec t s  
of parental influence: mimicked behavior,  gifts as  affection,  and parental 
emotional neglect  (Faber and O'Guinn 1988b; Krueger 1989;  Hirschman 
1992).  Thus, a s tudy w a s  done  to develop a scale to m easure  parental  
influence.
The first s tage  of the  s tudy  w a s  designed to ge t  a clearer view of 
the  dimensions of parental  influence.  Short  interviews with interested 
individuals had yielded potential dimensions  of the  influence th a t  matched 
th o se  described in the  c a se  literature (Krueger 1988).  From th e se  
interviews, a pool of twenty-s ix  five-point scale i tems were  genera ted  to 
reflect these  dimensions.  Two hundred seven ty- two college s tuden t s  from
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a large sou thern  university were  then  administered these  items.
Exploratory factor analysis and initial reliability analysis trimmed this pool to 
thirteen i tems and revealed dimensions consis ten t  with the literature.
Study #2 :  Parental Influence Scale  Development:  Stage  2. In 
keeping with the  guidelines se t  forth in the  scale development literature, 
another  s tudy using college s tu d en t s  (N = 3 0 0 )  w as  performed. Because  
the  number  of i tems in the  original s tudy had been culled to thirteen 
(twenty-six were  in the  original item list), fifty-one new  items, aimed at  
enriching the  identified dimensions,  were  added. Factor analyses again 
resulted in th ree  factors  which represented  the  parental  influence 
dimensions  described in the  literature. A total of sixteen i tems were  
retained for the  th ree  dimensions (i.e., copied parental behavior, gifts as  
compensa t ion ,  and parental  neglect) of parental  influence. Chapter  Four 
descr ibes  the  scale  development in detail.
S tudy #3 :  Pilot Studies.  Since previous studies had focused  on the  
dimensionali ty of the  parental influence sca les  as  well as their relationship 
to compulsive  buying, tw o  pilot studies  were  performed to p re tes t  o ther 
c o ns t ruc ts  which would be in the  theoretical  model.
The purpose  of Pilot S tudy A w a s  to evaluate  the  levels of 
correlations b e tw een  compulsive buying measures  (both Faber and O'Guinn 
1 9 9 2  and Valence e t  al. 1988  measures) and other potential a n tec e d en t  
cons t ruc ts .  The second pilot s tudy focused  on the  reduction of the
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A ttaway Shopping Motivations scale from ninety-seven i tems covering 
three dimensions  (functional, symbolic, and experiential) and multiple 
subdimensions  to a more workable (and more related) number.  Once again, 
college s tuden t s  were  used in this exploratory s tudy  (N = 71).
The results  indicated (and are repor ted in Chapter Four) tha t  the  
functional dimensions  were unrelated to m easu re s  of compulsive buying. 
Several subdimensions  of the  other tw o  d imensions  (symbolic and 
experiential shopping motivations) were eliminated because  they were 
unrelated theoretically in the  literature (i.e., primarily, the  innovation 
subdimension).
S tudy  #4 :  Dimensionality of Compulsive Buying Scales  Study. This 
s tudy  compared  the  dimensionality of and correlations among tw o  
compulsive buying scales.  Described more fully in Chapter Four (and in 
Cole and Sherrell 1995),  this study w as  des igned to determine if the  sca les  
were  complementa ry  or supplementary (N = 319).
An additional reason for this s tudy deal t  with the  claims made by 
Faber and O'Guinn (1992) as to the  role their sca le  could play in the 
literature. Those authors had developed a seven-i tem scale which could be 
used  to screen  compulsive individuals from a sample  drawn from a general  
population.  The scale could be criticized on a number  of points. First, 
judging from face  validity analysis, the  Faber and O'Guinn (FOG) screener 
s eem ed  to weigh heavily on financial o u tc o m e s  of compulsive buying.
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While the literature is very clear about the  financial hazards  of this 
behavior, evidence s h o w s  th a t  not all individuals with this problem face 
immediate financial undoing. Second,  the  i tems have  been shown in each 
of the  studies developed for the  dissertation to have marginal internal 
consis tency  reliability. This problem could be due  to the  fact  tha t  Faber 
and O'Guinn were  trying to captu re  the  multiple dimensions  of the 
construct .  Third, it appeared  to be sample-specific. For example,  in the  
college s tuden t  samples ,  the  number of individuals screened as compulsive 
buyers far exceeded  the  five to eight percent est imated by Faber and 
O'Guinn. Yet, in the  p re tes t  sample (where the  average  age w as  over 
fifty), only four individuals were  screened from the  sample.  It is possibly 
the  differences in the  income levels (and financial behavior) which can 
account  for this discrepancy. Nevertheless,  the  importance of this 
construct  to the  model dic ta ted an alternative approach  to relying 
exclusively on the  Faber and O'Guinn screener  scale.
Study #5 :  Qualitative Study. As a result of the  poor performance of 
the  Faber and O'Guinn compulsive buying measure  in the  pretest ,  an 
additional t e s t  of the  adequacy  of the  screening scale w as  warranted.  It 
was  decided th a t  personal interviews with self-reported compulsive buyers 
were needed.
An interview protocol w a s  developed with the  ass is tance  of several 
clinical psychology doctoral  s tudents .  Identifying six criteria by which
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compuls ive  buying could be descr ibed and three  hardship criteria, the  
research team  developed an interview protocol which could be used with 
o ther  measures  of psychological  pathology. The six criteria were  (1) lack 
of control,  (2) sudden  o n se t  of behavior,  (3) conflict be tw een  gratification 
and consequences ,  (4) experiencing a dissociative feeling during the  
purchasing process ,  (5) lack of rational evaluation and (6) rationalization of 
con seq u en ces .  Finally, the  compulsive individual would be also likely to 
exper ience hardship in one of three areas: financial, emotional,  or 
relationships.  The final version of the  interview protocol is found in 
Appendix A.
Several a t tem pts  were  made  to recruit adults into the  s tudy. First, a 
local new spaper  printed an article about the  study. Two w e ek s  later, a 
follow-up adver ti sement ran in the  same paper in an a t tem pt  to increase 
the  participation in the  s tudy. Finally, an adver ti sement  w as  tw ice  run in 
the  university paper several  days  apart.  Responses  to the  article and the  
adver t isements  were  sporadic.  However, several (approximately 10) 
individuals who felt they  were  compulsive buyers were  recruited into the  
s tudy.
Preliminary results  indicated tha t  several of the  subjec ts  did, indeed, 
m e e t  the  criteria developed for the  interviews. In one case ,  a female 
subjec t  had yet to fall into any financial trouble,  yet  clearly displayed many 
of the  behaviors assoc ia ted  with compulsive buying, including emotional
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hardship in the  form of guilt and fear.  The individuals who were  identified 
in the  clinical interviews as compulsive buyers  also met the  norms 
established by Faber and O'Guinn (1992) with scores  less than -1 .34 .  
However,  based upon all of the  preliminary results  of the  qualitative s tudy, 
it w a s  decided (and supported  by empirical evidence in previous studies) to 
use  the  three dimensions of compulsive buying developed by Valence e t  al. 
and the  Faber and O'Guinn screening scale.
S tudy #6 :  Pretes t  Study. The purpose  of the  pre tes t  w a s  to  t e s t  
the  properties of all measures  s imultaneously in both a m easu rem en t  model 
and a preliminary structural model.  For both the  pre tes t  and the  main 
s tudy, the  samples  were com posed  of several  groups.  For the  pre tes t ,  
catalog shoppers  and a general sample  from across  the  nation were  mailed 
surveys.  The catalog shoppers  included th o se  individuals who had ordered 
from cata logs  at least twice in the  previous six months .  The general  
population sample w as  com posed  of individuals from across  the  nation.  
Analysis w as  done on both groups  to determine if differences exist  
be tw een  them (N = 349).
S tudy #7: Full Study. Due to som e problems with the p re tes t  
sample  (as d iscussed in Chapter  Four), the  samples  for the  full s tudy  were  
selected differently. First, a different mailing list broker w as  used.  The 
mailing list broker used for the  main s tudy w a s  TRW Consumer Services.
A recent article identifying the  top  one  hundred research suppliers in the
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country  nam ed  this broker as  one of th e  bes t  (American Demographics 
1995).  Second ,  the  size of the  sample w a s  cu t  from four thousand  to 
three  th o u san d ,  primarily due  to financial constraints  and pretest  response  
rates.
Third, the  samples  w ere  taken from a five s ta te  region rather than  
the  entire nation. The five s ta t e s  were  Louisiana, Texas,  Arkansas, 
Mississippi and Alabama. It w as  tho u g h t  tha t  LSU as  a university would 
have  s t ronger  name recognition in th e se  s ta t e s  than in the  entire nation,  
potentially improving the  response  rates.
Finally, th ree  groups,  instead of the  previous two, were  selec ted 
from the  n e w  mailing list broker. The sam ples  from all three groups were  
constra ined to be be tw een  ages  tw en ty -one  and fifty-five. The first sample  
of one  th o u san d  individuals cam e  from a catalog shopping population of 
individuals who  had purchased  from cata logs  at  least six t imes in the 
previous  year.  The second  sample  of one  thousand  individuals cam e  from 
a population of individuals who  used bank credit cards, such as Visa or 
Maste rcard ,  or charge  cards,  such as American Express, for their pu rchases  
in the  previous  three  months .  The final sample  of one thousand contained 
individuals from a population of daily n e w sp a p e r  readers.  The three 
sam ples  w e re  intended to provide a true  cross-sectional representation of 
individuals, som e  of whom  would appea r  to be more inclined to shop (e.g., 
the  cata log shoppers) ,  while some of w h o m  would be less identified with
9 3
the  shopping activity (e.g., the  new spaper  reader). The final sam ples  were  
com posed  of sixty percen t  females and forty pe rcen t  males,  keeping with 
the  one significant identifying demographic factor in compulsive  buying: 
gender.
Summary.  Eight studies  were  done in a deliberate a t t em p t  to 
overcome possible limitations, such as  poor m easu rem en t  or poor  sampling.  
The studies  are summarized  in Table 3.1.
TABLE 3.1 
SUMMARY OF DISSERTATION STUDIES
S tu d y P urpose D esign M ethod A nalysis S am ple
S o u rce Size RR
S tu d y  1 D evelop p aren ta l influence 
sc a le Q uan tita tive C ro ss-S ec tio n a l F actor A nalysis College S tu d e n ts 2 7 2 9 8 %
S tu d y  2 Refine paren ta l influence 
sc a le Q uan tita tive C ro ss-S ec tio n a l
F acto r A nalysis 
CFAa College S tu d e n ts 3 0 0 9 7 %
S tu d y  3 Pilot S tu d y  A: ad d  n ew  
c o n s tru c ts Q uan tita tive C ro ss-S ec tio n a l C orrelations College S tu d e n ts 51 9 8 %
Pilot S tu d y  B: co rre la te  
shopp ing  m otivations Q uan tita tive C ro ss-S ec tio n a l C orre la tions C ollege S tu d e n ts 71 9 6 %
S tu d y  4 D im ensionality  of 
C om pulsive Buying S c a le s Q u an tita tiv e C ro ss-S ec tio n a l
MANOVA 
C luster & Discrim C ollege S tu d e n ts 3 1 9 9 5 %
S tu d y  5 In terv iew  Protocol
Q ualita tive C a se s
F requen c ies 
N orm ed S coring N o n -S tu d e n ts 10 . . .
S tu d y  6 P re te s t: P relim inary t e s t  of 
m e a su re s  and  m odel Q uan tita tive C ro ss-S ec tio n a l
CFA
SEM b N ational-A dults 3 4 9 8 .9 %
S tu d y  7 Full S tudy : T e s t of 
m e a s u re s  and  m odel Q u an tita tiv e C ro ss-S ec tio n a l
CFA
SEM R egional-A dults 4 2 0 14%
1 CFA: C onfirm atory  F acto r A nalysis (LISREL p ackage) 
c SEM: S tru c tu ra l E quation  M odeling (LISREL p ackage)
CD
CHAPTER FOUR
DEVELOPMENT AND EVALUATION OF THE MEASUREMENT SCALES
Chapter Four contains  the  design, methodology and results  of 
several  pilot t e s t s  and the  p re tes t  for the  main study. The first section 
a d d re sses  the  design of the  pilot studies used to develop the  parental  
influence scale, including a description of the  samples  and popula tions  from 
which they  were  drawn. Second, the  results of two pilot s tudies  do n e  for 
the  purpose  of testing additional measures  are presented.  The third sec tion 
descr ibes  the  operationalizations of the  constructs  and an explanation of 
the  m easures  used and the  plan for the  analysis. The fourth section 
descr ibes  the  design of the  pre test ,  including a discussion abou t  the  sample  
used.  The results  of the  da ta  analysis are presented.  Finally, an empirical 
model is derived and presented  for testing in the  main study.
PARENTAL INFLUENCE SCALE DEVELOPMENT 
The procedures  used to  develop the  parental influence sca le  closely 
adhere  to those  found in the  psychometric  literature (cf., Churchill 1979; 
American Psychological Association 1985; DeVellis 1991). Each s tep  in 
the  developm ent  process  is briefly described below.
Construc t  Definition
First, the  cons t ruct  and its domain were  defined. The definition for 
parental  influence w a s  based  on the  previously reviewed literature of
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compuls ive  buying and the socialization process .  The const ruc t  of parental
influence on compulsive buying w a s  defined in this s tudy as:
The negative influence on o n e ' s  ongoing consumption  pa t te rns  as  a 
result of parental shopping behavior/or reward behavior through 
childhood/adolescent socialization p rocesses .
Initial Item Generation and Purification
An initial pool of twenty-s ix i tems w a s  genera ted  via a panel 
com posed  of both compulsive and noncompuls ive buyers .  These i tems 
focused  on the  reward behavior of parents  tow ard  their children and 
parental  shopping behaviors during the  childhood and ado lescence .  
Respondents  were  asked to indicate the  f requency of behaviors during their 
younger  years.  The items were not put into any  distinct order.  These  
items were  subjected to a data  collection designed to refine and co n d en se  
the  measure .  Items were rated on five-point Likert sca les  with a one being 
"rarely" and a five being "very often".  Data for this first s tage  of analysis 
w a s  gathered  from a sample of 2 7 2  college s tuden ts .  College s tuden ts  
w ere  considered a relevant sample as they exper ience some au tonom y over 
their funds  and probably their lives for the  first time.
The first step in the  purification of the  scale  w as  to initially examine 
its s tructure .  Thus, the  twenty-six i tems were  subjected to a series of 
principal com ponen ts  analyses.  In th e  first run, eight factors  were  
ex tracted  (using the  eigenvalue grea te r than  "1" heuristic) tha t  accoun ted  
for sixty percent of the variance in the  data .  An inspection of the  ro ta ted
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factor matrix revealed several  i tems not loading highly (.60) on any factor,  
and thus  were  deleted (cf., DeVellis 1991),  resulting in the  retention of 
eighteen i tems. A second  principal co m p o n en t s  analysis w as  then 
estimated w here  the  retained i tems all had fairly high item-to-factor 
loadings. This s eq u en ce  w a s  repeated until th e  initial pool of items w as  
reduced to thirteen.  The first tw o  factors  encom pass ing  these  thirteen 
items accoun ted  for nearly forty percen t  of th e  var iance in the  data.  The 
rotated factor pa tte rn  revealed tha t  these  i tems generally loaded on factors 
tha t  could be labeled as  reward and com pensa t ion  and copied behavior.  
However,  b e ca u se  of the  small initial pool of i tems and the  number of 
remaining i tems, it w a s  determined tha t  further i tem generation and 
analysis w a s  needed  to adequate ly  a s s e s s  the  parental  influence construct .  
Second Item Generation and Purification
In order to ensure  th a t  the  domain of the  cons t ruc t  w as  being 
adequate ly  tapped ,  a second  se t  of sixty-four i tems w as  generated by the 
author and analyzed by several  individuals for their con ten t  validity. (These 
sixty-four included the  thirteen retained from th e  previous administration.)
A second s e t  of da ta  w a s  then  gathered  from a college s tudent  sample 
where  th ree  hundred usable  responses  were  obta ined. (See Appendix A for 
questionnaire.)  Principal com ponen t s  analysis w a s  again used to examine 
scale s tructure .  The initial rotation of the  variables resulted in fifteen 
factors  with e igenvalues grea te r than  "1". Through an iterative process ,  a
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sixteen-item, three  factor solution emerged to explain 6 4 .3  pe rcen t  of the  
variance in the  da ta .  The final factor solution is sh o w n  in Table 4 .1 .
These  three  factors  were  named "copied parental  behavior",  "gifts as 
compensa t ion" ,  and "parental neglect".
Reliability, Fit, and  Dimensionality
The i tems comprising the  parental influence fac to rs  w e re  subjected 
to confirmatory factor analyses  via LISREL VII to a s s e s s  if they  could be 
represented as  th ree  first-order factors or a higher-order fac tor with th ree  
subdimensions  (Joreskog and Sorbom 1989).  Figure 4.1 s h o w s  the  first- 
order factor model w here  copied parental behavior, gifts as com pensa t ion  
and parental neglect  are t rea ted  as three correlated first-order factors .  This 
model is compared  to  a hypothesized higher-order factor model w here  
parental  influence is a second  or higher-order factor with th ree  first-order 
factors  (subdimensions of copied parent behavior, gifts as  com pensa t ion ,  
and parental neglect) (Figure 4.2). If the  fit of th e se  th ree  models  does  not 
differ, empirical evidence  for a higher-order factor is tenable  (Marsh and 
Hocevar 1985).
Model Comparisons.  The fit stat istics for both models  are sh o w n  in 
Table 4 .2 .  The fit indices used were the  GFI and AGFI genera ted  by the  
LISREL package ,  and tw o  other indices widely advoca ted  in the  structural  
modeling literature, Bentler 's (1990) Comparative Fit Index (CFI) and the  
Tucker-Lewis Index.
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TABLE 4.1
STAGE 2 PRINCIPAL COMPONENTS ANALYSIS RESULTS
SCALE STUDY 
PARENTAL INFLUENCE
Item
C o p ied  Parental Behavior
"M y m o th er  l o v e s  to  s h o p ,  e v e n  if s h e  
c a n ' t  afford it"
" W hen  m y  m o th er  w a s  under s t r e s s ,  s h e  
w e n t  sh op p in g "
"M y p a r en ts  a lw a y s  fo u g h t  a b o u t  m y  
m o t h e r ' s  sp e n d in g  habits"
" S o m e t i m e s  m y  m o th e r  w o u ld  s h o p  to  
m a k e  h erse l f  f e e l  better"
"M y m o th er  w o u ld  h ide th in g s  s h e  had  
b o u g h t  s o  n o  o n e  w o u ld  k n o w  h o w  m u ch  
s h e  had spen t"
" W hen  m y  m o th er  fe lt  d e p r e s s e d ,  s h e  
w e n t  sh op p in g"
"M y parent(s)  o f t e n  b o u g h t  th in g s  for no  
a p p a r e n t  reason"
Gifts  a s  C o m p e n s a t io n
W h e n  I fe lt  d e p r e s s e d ,  m y  parent(s)  
b o u g h t  m e  g if t s  to  m a k e  m e  fee l  better"
" W hen  I w a s  s a d ,  s o m e o n e  c l o s e  to  m e  
to o k  m e  o u t  for a treat"
" W hen  s o m e t h in g  bad h a p p e n e d  to  m e ,  
s o m e o n e  c lo s e  to  m e  (a p aren t,  a 
g ra n d p a r en t ,  e tc . )  a lw a y s  g a v e  m e  
s o m e t h in g  n e w ,  s o  I w o u ld  fe e l  better"
"My p a re n ts  w o u ld  buy  m e  s o m e t h in g  
n e w  to  s h o w  m e  th e y  lov ed  me"
"M y paren t(s )  o f t e n  g a v e  m e  g i f t s  a s  a 
s ig n  o f  a ffec t ion "
Copied
Parental Gifts a s  Parental
B ehavior  C o m p e n s a t io n  N e g le c t
. 7 7 0  . 1 7 5  .0 6 1
. 7 6 3  . 3 1 6  . 2 3 6
. 7 4 6  - . 0 6 4  . 1 0 2
. 7 4 0  . 3 9 2  . 1 8 5
. 7 1 2  . 1 2 8  . 1 4 6
. 6 8 7  . 3 9 8  . 0 7 5
. 6 5 2  . 3 3 3  . 0 6 9
. 2 4 8  . 7 9 8  . 1 6 0
. 1 4 8  .7 4 1  . 0 1 0
. 2 3 3  . 7 2 0  . 2 1 8
.1 8 1  . 6 8 7  . 3 2 3
. 1 8 0  . 6 6 7  . 2 9 4
(table con'd)
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C op ied
Parental Gifts a s  Parental
Item B eh av ior  C o m p e n s a t io n  N e g le c t
P arental N e a le c t
"It s e e m s  th a t  m y  m o m  and dad a lw a y s  
h ad  m o r e  m o n e y  to  g iv e  th a n  tru e  
a ffec t ion " . 2 0 0 . 1 5 3 . 8 3 4
" T h o u gh  m y  parent(s)  w e r e  rarely 
s u p p o r t iv e  o f  m e  in an em o t io n a l  s e n s e ,  
t h e y  b o u g h t  m e  m o s t  o f  th e  th in g s  I 
w a n te d " . 0 0 2 . 1 7 2 .8 0 1
"My paren t(s )  g a v e  m e  little a t ten t io n ,  but  
a lo t o f  material gifts" . 2 7 8 . 2 2 6 . 7 7 2
"My p a ren ts  w e r e  a lw a y s  m o re  financially  
s u p p o r t iv e  o f  m e  than  em o t ion a lly  
s u p p o r t iv e  o f  me" . 1 3 4 . 1 6 4 . 7 7 0
Given the  sam e  number of paramete rs  are est imated across  both models 
using the  sam e  covariance matrix, the  indices were  high and identical 
ac ross  models.  The GFI, AGFI, CFI and TLI for both models were  .868 ,  
.822 ,  .916,  and .899,  respectively.  The ;,-2 fit of both models was  
X 2 =  3 2 8 .7 4  (df = 101). The loadings of the  first-order factors  to the  higher- 
order factor  were  = .759, y2■, = .847 ,  y31 = .668 ,  and the  correlations 
among the  first-order factor models were  0 12 = .643 ,  0 13 = .5O7, and 
0 23 = .566 . Thus, the  parental influence scale can be modeled as a single 
higher-order factor model.
Internal Consistency. To examine the  dimensionali ty of the  th ree  
parental  influence factors,  the  internal consis tency  est imates  of composi te  
reliability, coefficient alpha, and average  variance ext racted  (i.e., a, 
com posi te  a, and VE, respectively in Table 4.3) were  computed.  For the
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three  scales,  the  tw o  a  e s t imates  ranged from .8 4 3  to  .899. The average 
variance ex trac ted  es t imates  (VE), which a s s e s s  the  am ount  of variance 
captured by a c o n s t r u c t ' s  measure  relative to  random m easurem ent  error, 
are also fairly supportive  of scale reliability. VE es t imates  of .50  or higher 
indicate conve rgen t  validity among items in a sca le  (Fornell and Larcker 
1981).  In addition, for all th ree  factors,  ail i tems had significant t-value 
loadings on their  respective  construct .  The i tems, loadings, t-values and 
item-total correla tions  loadings are presented  in Table 4.4.
TABLE 4.2
CONFIRMATORY FACTOR ANALYSIS: MODEL COMPARISONS
SCALE STUDY 
PARENTAL INFLUENCE
M e a s u r e s  o f  Fit
Higher-Order Factor  
M odel
Correlated First-Order 
M od el
X2 G o o d n e s s  o f  Fit S ta t is t ic -  
T e s t e d  (df) 3 2 8 . 7 4  ( 1 0 1 ) 3 2 8 . 7 4  (1 0 1 )
X2 G o o d n e s s  o f  Fit S ta t is t ic -  
Null (df) 2 8 0 8 . 3 4  ( 1 2 0 ) 2 8 0 8 . 3 4  (1 2 0 )
GFI . 8 6 8 . 8 6 8
AGFI . 8 2 2 . 8 2 2
C o m p a ra t iv e  Fit In d ex  (CFI) . 9 1 6 . 9 1 6
T u ck e r -L e w is  In d ex  (TLI) . 8 9 9 . 8 9 9
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TABLE 4.3
CONFIRMATORY FACTOR ANALYSIS: PSYCHOMETRIC PROPERTIES
SCALE STUDY 
PARENTAL INFLUENCE
C op ied  Parental  
B ehavior
Gifts a s  
C o m p e n s a t io n
Parental
N e g le c t
N u m b er  o f  i t e m s 7 5 4
M ean 1 2 . 9 6 6 1 0 . 1 7 7 6 . 6 4 2
S tan dard  D ev ia tion 5 . 5 8 1 3 . 7 7 2 2 . 9 6 3
V arian ce 3 1 . 1 4 9 1 4 . 2 3 0 1 8 . 7 6 3
a . 8 9 9 8 . 8 4 3 3 . 8 5 2 4
C o m p o s i t e
Reliability . 8 9 7 . 8 5 4 .8 5 1
A v e  VE .5 6 1 . 5 4 2 . 5 8 9
TABLE 4.4
CONFIRMATORY FACTOR ANALYSIS: STANDARDIZED LOADINGS
SCALE STUDY 
PARENTAL INFLUENCE
Item s
S td .
L oading  t - v a lu e s  ITC
C op ied  Parental B eh av io r
"My p a ren ts  a lw a y s  f o u g h t  a b o u t  m y  m o th er 's  
sp e n d in g  habits"
"My parent w o u ld  h id e  th in g s  s / h e  had b o u g h t  s o  
no  o n e  w o u ld  k n o w  h o w  m u c h  s / h e  had spent"
"My m oth er  l o v e s  to  s h o p ,  e v e n  if s h e  c a n ’t afford  
it"
"W hen m y  parent fe lt  d e p r e s s e d ,  s / h e  w e n t  
sh op p in g"
"W hen m y  p a ren t  w a s  und er  s t r e s s ,  s / h e  w e n t  
sh o p p in g
"My parent(s)  o f t e n  b o u g h t  th in g s  for no  apparent  
reason "
. 5 5 3  1 0 . 0 7 5  . 5 9 5 4
. 6 3 2  1 1 . 8 7 5  .6 5 3 1
. 6 9 0  1 3 . 2 9 8  . 6 9 8 9
. 7 8 3  1 5 . 8 6 5  . 6 8 2 5
. 7 1 2  1 3 . 8 8 7  . 7 2 3 6
.9 0 1  1 9 . 7 9 1  . 7 9 0 7
(table con'd)
Items
S td .
Loading t - v a lu e s  ITC
" S o m e t im e s  m y  m oth er  w o u ld  s h o p  t o  m a k e  h erse l f
fee l  b e t t e r ” . 9 0 4 1 9 . 8 9 7 . 7 8 5 3
Gifts  a s  C o m n en sa t io n
"My paren ts  w o u ld  buy m e  s o m e t h in g  n e w  to  s h o w  
m e  th a t  th e y  lo ved  me" . 7 5 6 1 4 . 6 2 5 . 6 7 1 2
"W hen 1 w a s  s a d ,  s o m e o n e  c l o s e  to  m e  to o k  m e  
o u t  for a treat" . 6 3 4 1 1 . 5 8 3 . 5 4 8 6
"My parent(s)  o f ten  g a v e  m e  g i f t s  a s  a s ig n  o f  
affection"
. 7 1 8 1 3 . 6 2 5 . 6 3 3 5
"W hen 1 felt d e p r e s s e d ,  m y  p are n t( s )  b o u g h t  m e  
g if t s  to  m ake  m e  fee l better" . 8 2 3 1 6 . 5 2 4 . 7 3 2 6
"W hen so m e th in g  bad h a p p e n e d  t o  m e ,  s o m e o n e  
c l o s e  t o  m e  (a parent, a g ra n d p a ren t ,  e t c . )  a lw a y s  
g a v e  m e  so m e th in g  n e w ,  s o  1 w o u ld  fee l  better" . 7 3 5 1 4 . 0 7 1 . 6 5 8 0
Parental N eq lec t
"My p aren ts  w e r e  a lw a y s  m o re  f inancia l ly  
su p p o r t iv e  o f  m e  than  em o t io n a l ly  s u p p o r t iv e  o f  
me" . 7 0 8 1 3 .2 .9 5 . 6 4 8 2
"My parent(s)  g a v e  m e  little a t t e n t io n ,  b u t  a lot o f  
material gifts" . 8 1 8 1 6 . 2 1 1 . 7 1 9 6
"It s e e m s  th a t  m y  m o m  and dad  a lw a y s  h ad  m ore  
m o n e y  to  g iv e  than  true a ffec t io n " . 8 3 2 1 6 . 6 2 6 . 7 5 4 7
"T h ou gh  m y parent(s)  w e r e  rarely su p p o r t iv e  o f  m e  
in an em o t ion a l  s e n s e ,  t h e y  b o u g h t  m e  m o s t  o f  th e  
th in g s  1 w an ted " . 7 0 2 1 3 . 1 5 4 . 6 3 0 8
Discriminant Validity. To examine the  discriminant validity among 
the  three parental influence factors ,  two-fac to r  models were  compared  
against  one-factor models for all possible pairs of scales.  The two-fac to r  
models  represent tw o  dist inct , ye t  correlated fac to rs  (i.e., copied parental  
behavior and gifts as com pensa t ion  as  separa te  ye t  correlated factors).
The one-factor model rep resen ts  all i tems from the  tw o  fac tors  loading only
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on one  factor--i tems are all tapping the  sam e  dimension (i.e., copied 
parental  behavior and gifts as compensa t ion  i tems all as a one-factor 
model) . In general,  if the  x2 fit of the  two-fac to r  model is be tte r  than  the  
one-fac tor  model,  evidence of discriminant validity exists (Bagozzi and 
Phillips 1982; Anderson and Gerbing 1988) .  For all three possible 
combinations  of the  three factors,  the  two-fac to r  models had better fits 
than  the  one-factor models.  These results  are reported in Table 4 .5 .
TABLE 4.5
ONE-FACTOR VERSUS TWO-FACTOR MODELS-SCALE STUDY
PARENTAL INFLUENCE
C o n s t r u c t s X 2 O n e  Factor X 2 T w o  F a ctor
C o p ie d  B ehavior  v s .  Gifts 5 3 3 . 9 9  ( 5 4  df) 2 2 6 . 0 6  ( 5 3  df)
C o p ie d  B ehavior  v s .  Parental  
N e g le c t 5 5 3 . 3 9  ( 4 4  df) 1 8 7 . 4 3  ( 4 3  df)
G ifts  v s .  Parental N e g le c t 3 5 3 . 2 7  ( 2 7  df) 7 8 . 4 4  ( 2 6  df)
C o n s tr u c t s GFI (AGFI) O n e  Factor GFI (AGFI) T w o  Factor
C o p ie d  B ehavior  v s .  Gifts . 7 1 5  . 5 8 8 . 8 7 8  . 8 2 0
C o p ie d  B ehavior  v s .  Parental  
N e g le c t . 7 0 2  . 5 5 4 . 8 7 9  . 8 1 5
G ifts  v s .  Parental N e g le c t . 7 2 7  . 5 4 5 . 9 4 0  . 8 9 5
Another t e s t  of discriminant validity involves the correlations among
th e  fac tors  (0 estimates).  These  ranged from .507 to .643 (Table 4.6) .  
The confidence  interval around each  of th e se  0  estimates ( ±) tw o  t imes  
the  e s t im a te ' s  standard error, did not contain a value of "1" (i.e., 
significantly less than 1), supporting discriminant validity (Anderson and 
Gerbing 1988; Bagozzi and Phillips 1982) .  Also, for any pair of factors ,
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the  (p2 e s t imate  w a s  less than the average VE b e tw ee n  the  tw o  factors
which is also indicative of discriminant validity. Thus,  though discriminant
validity t e s t s  revealed distinct factors, e s t im ates  from the  higher-order
factor analysis indicate tha t  the  three a sp e c t s  of parental influence can be
modeled as  subdimensions  of an overall higher-order const ruct .
TABLE 4 .6
CONFIRMATORY FACTOR ANALYSIS: PHI ESTIMATES
SCALE STUDY 
PARENTAL INFLUENCE
C o n s tr u c t Phi E s t im a te s
C o p ied
B ehavior 1 . 0 0 0
Gift B eh av io r . 6 4 3 1 . 0 0 0
N e g le c t . 5 0 7 . 5 6 6 1 . 0 0 0
C o n s tr u c t Phi2 E s t im a te s
C o p ied
B ehavior 1 . 0 0 0
Gift B eh av ior . 4 1 3 1 . 0 0 0
N e g le c t . 2 5 7 . 3 2 0 1 . 0 0 0
C o n s tr u c t A v e r a g e  V ariance  E x tracted  B e t w e e n  C o n s tr u c ts
C op ied
Behavior _____
Gift B eh av io r .5 5 3 . . . .
N e g le c t . 5 7 2 . 5 6 2 . . . .
C o n s tr u c t C o n f id e n c e  Intervals  A rou n d  Phi
C op ied
Behavior _____
Gift B eh av ior .5 6 1  <  <p <  . 7 2 5 . . . .
N e g le c t . 4 0 7  <  <f> <  . 6 0 7 . 4 6 8  <  <p <  . 6 6 4 . . . .
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PILOT STUDIES
Prior to the  o n s e t  of the  main pre tes t  for the  disser ta tion study, two 
pilot te s t s  were  conduc ted .  The purpose of th e se  pilot studies  w a s  to look 
at  several m easu res  which had not been included in previous research.  
These  cons truc ts  w ere  measured  with established scales,  so the  analysis 
performed on the  co ns t ruc ts  w as  limited to reliabilities and correlations 
with other pertinent cons t ruc ts  in the  model, namely the  compulsive buying 
measures .  Examples of th e se  questionnaires can be found in Appendix A.
Data for the  pilot studies  were  collected from college s tuden ts  using 
self-administered quest ionnaires.  For the  first pilot s tudy,  fifty-one 
questionnaires w ere  deem ed  usable.  The focus  of Pilot S tudy A w as  on 
compulsive buying m easures ,  impulsive behavior, sel f -esteem and anxiety. 
For the  second  pilot s tudy, the  sample w as  com posed  of college s tudents  
(N = 71). The s tu d en t s  in the  second pilot s tudy responded to items which 
focused  on compuls ive buying, impulsive behavior, as  well as  numerous 
shopping motivation items. The shopping motivation i tems were  borrowed 
from a s tudy done  previously by Attaway (1989).  Ninety-seven items 
which covered sev en teen  different dimensions of shopping motivations 
were used.  The purpose  w a s  to identify those  dimensions  which not only 
were conceptual ly related to compulsive buying but also which were  also 
shown to be empirically related. The results  of both pilot studies  are 
shown in Tables 4 .7  (Pilot S tudy A) and 4 .8  (Pilot Study B).
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TABLE 4.7
CORRELATIONS (RELIABILITIES ON THE DIAGONAL) 
PILOT STUDY A
Im pulsive
Behavior
C o m p u ls iv e
Buying
(FOG)
C o m p u ls iv e
Buying
(V alence)
Se lf -
A n x ie ty  E s te e m
Im pu ls ive
B eh av ior . 7 6 6 1
CB (FOG) . 3 5 4 6 a . 6 2 6 3
CB
(V a len ce ) . 2 8 8 6 . 4 6 4 6 b . 8 5 1 0
A n x ie ty . 1 4 6 9 . 2 5 8 4 . 2 7 6 6 . 7 1 9 2
S e lf -
E s te e m . 1 1 7 0 - . 0 7 5 8 - . 0 4 6 5 - . 5 7 7 5 b . 8 8 4 9
s ig n if ica n t  at .0 1  b s ig n if ica n t  a t  .0 0 1
TABLE 4.8  
CORRELATIONS 
PILOT STUDY B
C o n s tr u c t
Im p u ls iv e
B eh av ior
C o m p u ls iv e  
Buying (FOG)
C o m p u ls iv e
Buyirtkfalence)
Im pu ls ive  B ehavior
C o m p u ls iv e  Buying  
(FOG)
C o m p u ls iv e  Buying  
(V a len ce )
Functional
D im e n s io n
P rod u ct
Price
N e g o t ia t io n
Inform ation
S y m b o l ic
D im e n s io n
1.0000
. 3 1 1 6 a
. 4 8 0 5
- . 1 7 6 3
- . 0 6 7 9
. 1 3 7 2
- . 3 7 8 1 b
1.0000 
. 4 8 6 9 b
- . 0 6 3 9
- . 0 9 9 2
. 0 2 7 8
- . 2 4 3 8
1.0000
- . 0 2 7 6
- . 0 4 6 9
.1 2 5 1
- . 1 5 6 6
Role . 3 5 9 0 a . 2 2 8 6 . 2 3 9 0
(table con'd)
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C o n s tr u c t
Im pulsive
Behavior
C o m p u ls iv e  
B uyin g  (FOG)
C o m p u ls iv e  
B uying (Val)
Se lf -
Gratification , 3 5 8 9 a . 2 4 1 8 . 3 2 8 5 a
Affiliation . 2 1 4 1 . 0 4 4 1 . 3 8 4 5 a
P o w e r - . 0 3 5 4 . 1 1 5 5 . 1 3 4 3
Innovator . 4 0 9 6 b . 2 9 9 4 a . 3 3 0 9 a
P erson a liz in g - . 0 8 7 2 - . 0 0 4 9 - . 0 5 7 7
P r es t ig e . 3 0 8 1 a . 3 2 6 8 a . 4 4 0 9 b
Experiential
D im e n s io n
E x erc ise . 2 3 2 3 . 0 2 9 0 . 2 3 8 3
D iversion . 4 4 7 0 b . 4 3 9 2 b . 5 5 0 3 b
S e n s o r y . 2 4 7 4 .0 9 0 1 . 2 9 3 2 a
C o g n it iv e . 2 0 8 2 . 2 7 4 3 . 5 3 8 4 b
R ecrea t io n . 3 1 4 5 a . 3 3 3 0 a . 5 2 1 6 b
V ariety . 3 7 0 7 b . 2 9 1 0 . 4 4 4 9 b
a significant at  .01 b significant at  .001
Pilot Study A
As Table 4 .7  shows,  oniy three  correlations reached significance: 
impulsive behavior and compulsive buying as  m easured  by the  Faber and 
O'Guinn (1992) diagnostic screener  ( .3546) ;  compulsive  buying as  
m easured  by Faber and O'Guinn and compuls ive buying as measured  by 
Valence et  al. (1988) ( .4646);  and trait se lf -esteem and trait anxiety 
(- .5775).
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Pilot Study B
The purpose  of the  second study w a s  to identify which dimensions 
of the  shopping motivation scale developed by A t taway  (1989) were 
related, not only conceptually  but also empirically to the  compulsive buying 
process .  Once  again,  measures  of impulsive behavior as  well as both 
m easures  of compulsive buying were used.
Shopping motivation dimensions which were  thought  to be 
conceptually  related to the  different buying m easures  were  primarily from 
the symbolic and experiential dimensions.  The third dimension, 
"functional", developed by Attaway (1989) ,  included subdimensions  such  
as being motiva ted to shop by the need for the  product ,  need for the  bes t  
price, need for negotiation, and the  need for information.  Conceptually, 
t h e se  subdimensions  were  not consis tent with the  literature about  
compulsive buying. This distinction is suppor ted  by the  results from the  
second pilot s tudy  where  with the exception of the  association of 
information a s  a shopping motivation and impulsive buying behavior, none 
of the  correlations were  significant.
Shopping motivations which are considered to be the symbolic 
subdimensions  included role identification, self-gratification, need for 
affiliation, need  for power,  need for innovation, need for personalization,  
and the  need  for prestige. Several of th e se  subdimensions  were 
significantly corre lated with both compulsive buying measures  as  well as
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the  impulsive buying behavior measure.  Previous research has  sugges ted  
tha t  the  Faber and O'Guinn measure  appeared to tap  more of compulsive 
buying behavior as  opposed  to the Valence e t  al. m easure  which appeared 
to tap  more of the  shopping component of compulsive buying (Cole and 
Sherrell 1995).  This finding would be consis tent with the  empirical results  
presented in Table 4 .8 .  For example,  the  correlations be tw een  the  Valence 
e t  al. measure  and the  affiliation and self-gratification subdimensions  are 
significant while, for the  Faber and O'Guinn m easure ,  the  correlations are 
not.  In the  case  of the  affiliation subdimension, this would be consis ten t  
with the  literature. That is, the  Valence et  al. m easure  is more shopping 
oriented,  which could be linked conceptually to the  need for affiliation 
through shopping. This is not the  case  for the  Faber and O'Guinn measure ,  
which tends  to be more financially based in te rm s  of behavior.  In the  case  
of the  self-gratification subdimension, the  correlation with the  Valence et  
al. measure  w a s  significant, while for the  Faber and O'Guinn, it w a s  not.  
Conceptually,  however ,  the  self-gratification subdimension  can be linked to 
compulsive buying. Although the correlation with the  Faber and O'Guinn 
measure  is not significant, it is fairly close (r = .241 8). With a larger 
sample,  this would most likely be significant.
For the  third dimension, experiential shopping motivations,  several of 
the  subdimensions  were  significantly related to the  buying measures .  Once 
again,  there  w ere  some differences in the  results  for the  Faber and O'Guinn
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and the  Valence e t  al. measures .  This w a s  attributed to the  differences in 
the  two scales d iscussed above.
Summary
Based upon the  results  of the  pilot studies,  several  m easures  were  
deemed appropriate for use  in the  national pretest .  Additionally, all of the 
items from the  functional dimension of A t taw ay ' s  shopping motivation 
scale were  dropped for the  main s tudy 's  pretest .  Finally, i tems from the  
subdimensions  based on th e  symbolic and experiential dimensions were  
retained if they were either significant for both compulsive buying 
measures  or if there  w a s  enough  conceptua l support .  Thus,  the  shopping 
motivation subdimensions  used  in the  pre tes t  and the  main s tudy were  self­
gratification (conceptual basis), innovation, prestige,  diversion,  and 
recreation (all chosen  on both conceptual and empirical basis).
PRETEST MEASURES AND OPERATIONALIZATIONS 
The proposed model is again illustrated in Figure 4 .3 .  Measures  of 
the  potential a n teceden ts  were  d rawn from a variety of sources .  Most  of 
the  scales were  taken from existing literature and m easures  for one of the 
constructs ,  parental  influence, were  developed as  part  of the  current  study. 
The next section details the  definitions of the  const ruc ts ,  the  
measurement,  and previous uses  in the  literature, w here  relevant. All items 
across  constructs  are show n  in Table 4 .9 .
Obsessive-
Compulsive
Impulsive
Behavior
’42
'23
/Compulsive \  BuyingSelf-Esteem Anxiety
'43
' Shopping 
MotivationsParental \ 
Influence /
FIGURE 4.3  
PROPOSED THEORETICAL MODEL
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Obsessive-Compulsive Trait
The obsessive-compuls ive  trait w as  operationalized as an 
unconsc ious  and repetitive thought  pattern which results  in repetitive 
behaviors  (Salzman and Thaler 1981).  In this s tudy,  the  obsessive-  
compulsive trait w a s  measured with i tems from the  Maudsley Obsessive- 
Compulsive Scale, a clinical scale used to sc reen  for o bses s ive ­
compuls iveness .  The original scale w a s  co m p o se d  of thirty different i tems 
posited to m easure  a number of different d im ensions  of the  obsessive-  
compuls ive  trait. Principal components  analysis performed on da ta  
collected in one  of the  previous studies identified six dimensions.  The 
items chosen  for this study were those  th a t  loaded highly on the  first 
general factor.
Self-Esteem
The self -esteem construct  w as  measured  using the  shor tened  
Rosenberg Self-Esteem Scale (Rosenberg 1979),  which is intended to tap  
the  more enduring self -esteem trait, rather than  self -es teem at  any single 
point in t ime. The Rosenberg Self-Esteem has  been  used in several  other  
studies which have  examined the relationship b e tw ee n  sel f-esteem and 
compulsive buying. One such study, Hanley and Wilhelm (1992) ,  reported 
a coefficient of reproducibility of .92. The Rosenberg  scale  is com posed  of 
ten  seven-poin t Likert s ta tements .
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Parental Influence
The parental  influence const ruct  w as  operationalized as the  
r e sponden t ' s  perception of influence from parental behavior which occurred 
when the responden t  w a s  a child and/or a teenager.  The i tems used to 
measure  this overall parental  influence const ruct  w ere  derived from the  
literature on parental  influence (Cole 1994).
The overall sca le  w a s  intended to tap  three  different dimensions of 
parental influence. The first dimension w as  posited to  tap  the  perception 
tha t  a parent engaged  in compulsive buying behavior.  The second 
dimension dealt  with the  parents '  use of gifts as  com pensa t ion  when bad 
or stressful  even ts  occurred in the  child's life. Finally, the  third dimension 
relates to a lack of attention to the child which is replaced with material 
items or parental  neglect .
Anxiety
The anxiety cons t ruc t  w a s  operationalized as  an overall trait of 
discomfort  or anx iousness .  The five items comprising the  scale  in the  
current s tudy w ere  taken  from the  dist ress subscale ,  aimed at  tapping 
anxiety, measured  by the  Social Avoidance and Distress Scale (Watson and 
Friend 1969).  Previous studies  have employed a five-point scale with a 
reported C ronbach 's  alpha of .90 (Watson and Friend 1969).  In some 
cases ,  the  dis tress  subsca le  items have been measured  with true-false
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format,  resulting in a .85  reliability coefficient. In the  current pretest ,  the  
anxiety i tems were  measured  using a seven-point Likert scale.
Impulsive Behavior
The scale used to measure  impulsive behavior w as  developed by 
Martin, Weun and Beatty (1995) .  This study used four i tems measured  
with a seven-point  Likert scale, with a range of points from "strongly 
disagree"  (one) to "strongly agree" (seven). Included in this scale  were  
i tems which reflected feelings of little control, impulsiveness,  and a lack of 
planning.
Anxiety Reduction as a Shopping Motivation
The shopping motivations construct  was  originally com posed  of 
three  subsca les  designed to tap  shopping motivations re levant to 
compulsive buying. Using A t taw ay ' s  (1989) conceptualization of shopping 
motivat ions along the  utilitarian, symbolic and functional continuum, five 
motivation/subdimens ions  which were  considered to be cons is ten t  with 
previous  literature and which were  empirically shown to be related to 
compuls ive  buying were  chosen  for the  pretest . It w as  determined th a t  
compulsive buyers  were  not necessari ly interested in shopping for utilitarian 
purposes  (O'Guinn and Faber 1989).  Rather, it made intuitive sense  tha t  
compulsive buyers would (1) seek shopping as a m eans  of recreation more 
than  other members  of the  general  population; (2) gain relief or self­
gratification through their shopping experiences; (3) use  shopping as a
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m ean s  of building prestige; (4) see  shopping as  offering variety in their lives 
and (5) use  shopping as an e scape  or diversion from the  s t re sses  in their 
lives. Thus, i tems which were  designed to tap  th e se  five dimensions of 
shopping motivations were  chosen  for the  p re tes t  study.
For some individuals shopping can be a form of recreation.  A t taw ay  
(1989) described this subdimension of the  experiential factor as  one w hen  
the  individual engaged in shopping activities as  a m eans  of leisure. 
Individuals for whom buying is a m eans  to re lease tension may spend  their 
free t ime shopping rather than engaging  in o ther activities. Similarly, 
individuals may search for variety through their shopping exper iences.  The 
variety subscale  w as  measured with four items. Shopping for self­
gratification w as  operationalized as  the  motivation to shop  to gain 
satisfaction or pleasure.  Attaway (1989) s u g g es t s  this motivation might 
be  activated to relieve depression.  This approach  would be cons is ten t  with 
the  needs  shown by compulsive buyers.  The self-gratification subscale  
w a s  measured  using four items, each measured  on a five-point Likert scale.  
Individuals who shop for prestige reasons  are those  who feel their image is 
enhanced  by w h a t  they buy and w here  they  shop  (Attaway 1989).  It has  
been  shown tha t  compulsive buyers tend  to have lower levels of self­
e s teem .  Consequently,  prestige gained through shopping and purchasing 
could increase the levels of sel f-esteem for th e se  individuals. The prestige 
shopping motivation w as  measured with four five-point items. Shopping as
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a diversion, w a s  operationalized as the  motivation to need to move beyond 
the  daily routine. This behavior would include shopping to forget o n e ' s  
anxieties or problems. This subscale  w a s  measured  with four five-point 
Likert scales.  Across  th e se  subdimensions ,  coefficient alpha ranged from 
.77 to  .85 (Attaway 1989).
Compulsive Buying
Compulsive buying is the  focal d e p en d en t  varianble of the  current  
study. Based upon previous research,  i tems designed to tap compulsive 
buying were  taken  from the  Faber and O'Guinn clinical screening scale and 
the  th ree  d imensions  of compulsive buying identified by Valence et  al. 
(1988) (Cole and Sherrell 1995).
Faber and  O'Guinn (1992) employed a phenomenological  approach 
to the  deve lopm ent  of a scale designed to identify compulsive buyers in the  
general population.  By examining in-depth interviews with self-reported 
compulsive buyers ,  Faber and O'Guinn (1992) constructed  a screening 
scale to identify compulsive buyers.  They su g g es t  tha t  various cons t ruc ts  
such as  self -esteem, materialism, and credit u sage  are associated with 
compulsive buying, al though their compulsive buying clinical screening 
scale is apparently  based  on the unidimensional compulsive buying 
const ruct .  Faber and O'Guinn (1992) conducted  in-depth interviews of 
identified compuls ive buyers  to ga ther  descriptions  of the  types of 
behaviors and feelings th e se  individuals reported during compulsive buying
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activities. Additionally, i tems were included based  upon prior research 
efforts and theoretical  concerns  and tended  to focus  on the  behaviors 
assoc ia ted  with compulsive buying.
Another scale to measure  compulsive buying behavior w a s  
developed by Valence e t  al. (1988) and s tem s  from early conceptual work 
done  by Faber, O'Guinn, and Krych (1988).  During the  early s tag e s  of this 
sca le ' s  development,  there  were  four dimensions  involved with this 
measure .  Valence et  al. (1988) identified four conceptua l  dimensions 
assoc ia ted  with compulsive buying: a) t endency  to spend;  b) reactive 
a sp ec t  (i.e., p re sence  of irresistible urge to buy); c) pos t -purchase  guilt; and 
d) family environment.  During refinement efforts,  the  fourth dimension of 
family environment w a s  dropped from the  scale deve lopm ent  and 
su b se q u e n t  analyses  show ed  the other three  dimensions  to  load toge ther  
on one factor. The first dimension w as  identified as  " tendency  to spend" ,  
wherein a compulsive buyer should exhibit a higher propens ity  to spend 
than a noncompulsive buyer.
The second  dimension, "reactive aspec t" ,  dealt  with the  individual's 
response  to s trong urges  to purchase.  Thus, an individual exhibiting 
compulsive buying behavior might feel tha t  the  motivations  or urges  to 
purchase  are irresistible or beyond his/her control,  while noncompulsive 
buyers  would not view such  motivations to purchase  as  uncontrollable.
The third dimension assoc ia ted  with compulsive buying by Valence e t  al.
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(1988) w as  pos t -purchase  guilt. Researchers  have reported evidence tha t  
individuals who engage  in compulsive buying often felt remorse  over their 
behaviors (Faber, O'Guinn and  Krych 1987; O'Guinn and Faber 1989).  
Finally, a fourth dimension w a s  determined to  be family environment.  That 
is, the  environment (which would include relationships among the  family 
members) in which one  g rew  up should su g g es t  a predisposit ion to engage  
in negative consumpt ion behaviors,  such  as  compulsive buying (d 'Astous,  
Maltais and Roberge 1990).  However,  in the  final version of the  Valence 
e t  al. (1988) scale,  the  dimension of family environment w a s  dropped 
because  of poor internal cons is tency .
The Valence e t  al. (1988) scale  has  been used in several  studies.  
Scherhorn,  Reisch and Raab (1990) employed the  sca le  to s tudy self- 
reported compulsive and "normal" German consum ers .  The scale  exhibited 
a Cronbach 's  alpha of .92  across  both samples ,  bu t produced different 
factor s tructures  in the  compuls ive and normal consum er  samples.  The 
non-compulsive subjec ts '  sca le  re sponses  produced tw o  factors,  an 
irresistible urge to purchase  and  a certain am ount  of p os tpu rchase  guilt.
The compulsive buyer g ro u p ' s  scale an sw ers  resulted in three  factors:  a 
external urge to purchase  and  an internal urge to purchase ,  along with a 
third factor, noted to be p o s tp u rch ase  guilt, similar to the  noncompulsive  
group. These  results  s u g g e s t  t ha t  the  Valence e t  al. (1 988) scale strongly 
tap s  into a motivational cons t ruc t  related to compulsive buying.
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D'Astous,  Maltais and Roberge (1990) used the  Valence e t  al.
(1988) scale to s tudy compulsive buying in adolescents .  The scale 
displayed a Cronbach 's  alpha of .78 for the  sample  respondents .  D 'As tous  
e t  al. (1990) found ado lescen ts  to exhibit a generalized urge to buy, 
influenced by their peers.
The pattern of results  in the  Cole and Sherrell (1995) s tudy 
sug g es ted  th a t  the  Faber and O'Guinn scale results  in the  identification of 
more  extreme compulsive buyers,  while the  Valence e t  al. scale results  in 
the  m easu rem en t  of a group of r e sponden ts '  compulsive tendencies .
In sum, it would appear tha t  the  Faber and O'Guinn and Valence et  
al. m easu res  are compatible,  but dist inct  enough to capture  the  
multidimensionality of the  ou tcom e const ruc t .  All scale i tems are s h o w n  in 
Table 4 .9 .
TABLE 4.9  
PRETEST STUDY 
SCALE ITEMS FOR MEASUREMENT MODEL
Item s S y m b o l
O b s e s s i v e - C o m p u ls iv e  Trait
"I f req u en t ly  g e t  n a s ty  t h o u g h t s  and h a v e  d if f icu lty  g e t t in g  rid o f  
th em "
M OC1
"I find th a t  a lm o s t  e v e r y d a y  I am  u p s e t  b y  u n p le a s a n t  t h o u g h t s  that  
c o m e  to  m y  m ind a g a in s t  m y  will"
M O C 2
"I u su a l ly  h a v e  s e r io u s  d o u b t s  a b o u t  t h e  s im p le  e v e r y d a y  th in g s  I do M O C 3
"Even w h e n  I d o  s o m e t h in g  v er y  carefu lly ,  I o f t e n  fe e l  th a t  it is not  
q u ite  right"
M O C 4
(table con'd)
1 2 3
Items Symbol
S e lf -E s te e m
"On th e  w h o le ,  I am sa t is f ied  w ith  m yself"  R1
"At t im e s ,  I think th a t  I am no  g o o d  at all" R2
"I fee l  th a t  I h a v e  a n u m ber  o f  g o o d  qualities" R3
"I am  ab le  t o  d o  th in g s  a s  w ell  a s  m o s t  o th er  peop le"  R 4
"I fee l  I d o  n o t  h a v e  m u c h  to  be proud of" R5
"I certa in ly  fee l  u s e l e s s  at t im es"  R6
"I fee l  th a t  I am a p e r so n  o f  w o r th ,  at le a s t  on  an eq u a l p la n e  w ith  R7
others"
"I w i s h  I c ou ld  h a v e  m o r e  r e s p e c t  for m yse lf"  R8
"All in all, I am inclined  to  fee l  th a t  I am a failure" R9
"I ta k e  a p o s i t iv e  a tt itu d e  to w a r d  m yself"  R 1 0
Parental In f lu en ce
Copied Parental Behavior
"My p a r e n ts  a lw a y s  fo u g h t  a b o u t  m y  m o t h e r ' s  s p e n d in g  P1
habits"
"My parent w o u ld  hide th in g s  s / h e  had b o u g h t  s o  n o  o n e  P 3
w o u ld  k n o w  h o w  m u ch  s / h e  had sp en t"
"My m o th e r  l o v e s  to  s h o p ,  e v e n  if s h e  c a n ' t  a fford  it" P 4
"W hen m y  parent fe lt  d e p r e s s e d ,  s / h e  w e n t  sh o p p in g "  P 7
"My parent(s)  o f t e n  b o u g h t  th in g s  for no  a p p a r e n t  reaso n "  P 8
" W hen  m y  parent w a s  under s t r e s s ,  s / h e  w e n t  sh o p p in g "  P 1 6
" S o m e t im e s  m y  parent w o u ld  s h o p  to  m a k e  h im /h e r se l f  fe e l  P 1 7
better"
Gifts as Com pensation
"My p a ren ts  w o u ld  b u y  m e  so m e th in g  n e w  to  s h o w  m e  t h e y  P 2
lo v e d  me"
"W hen I w a s  s a d ,  s o m e o n e  c lo s e  to  m e  to o k  m e  o u t  for a P 6
tr e a t ”
"My parent(s)  o f t e n  g a v e  m e  g if t s  a s  a s ig n  o f  a ffec t io n "  P 9
(table con'd)
Items
"W hen I fe lt  d e p r e s s e d ,  m y  parent(s)  b o u g h t  m e  g i f t s  t o  m ak e  
m e  fee l  better"
"W hen s o m e t h in g  bad h a p p e n e d  to  m e ,  s o m e o n e  c l o s e  to  m e  
(a parent,  a g r an d p a ren t ,  e t  cetera )  a lw a y s  g a v e  m e  
so m e th in g  n e w ,  s o  I w o u ld  fee l  better"
Parental Neglect
"My p a r en ts  w e r e  a lw a y s  m o re  financially  su p p o r t iv e  o f  m e  
than  em o t io n a l ly  s u p p o r t iv e  o f  me"
"My p aren t(s)  g a v e  m e  little a t ten t io n ,  but a lot o f  material  
gifts"
"It s e e m s  th a t  m y  m o m  an d  dad a lw a y s  had m o re  m o n e y  to  
g iv e  th a n  true a ffect ion "
"T hough  m y  paren t(s )  w e r e  rarely s u p p o r t iv e  o f  m e  in an  
em o t io n a l  s e n s e ,  t h e y  b o u g h t  m e  m o s t  o f  th e  t h in g s  I 
w a n ted "
A n x ie ty
"I fee l a n x io u s  at so c ia l  g a th er in gs"
"I am usua lly  n e r v o u s  w ith  p e o p le  u n le s s  I k n o w  th e m  well"
"1 o f ten  fee l  n e r v o u s  or t e n s e "
"In gen era l ,  I am  a n e r v o u s  person "
"I o f te n  find it hard to  relax"
Im pulsive B ehavior
"Even w h e n  I s e e  s o m e t h in g  I really like, I d o  n o t  buy  it u n le s s  it is a 
planned purch ase"
"When I g o  s h o p p in g ,  I b u y  t h in g s  I had n o t  in ten d ed  t o  p u r ch a se"
"I avoid  bu ying  th in g s  th a t  are n o t  o n  m y  s h o p p in g  list"
"It is fun to  b u y  sp o n t a n e o u s ly "
A n x ie ty  R ed u ct io n  a s  a S h o p p in g  M otivation  (ARSM )
Recreation
"W hen t h e  g o in g  g e t s  t o u g h ,  I g o  sh op p in g "
"I've o f t e n  sa id ,  'S o  m a n y  m alls ,  s o  little time'"
"I s o m e t i m e s  in du lge  m y s e l f  by sp e n d in g  a d a y  at t h e  mall"
"Going s h o p p in g  is  o n e  o f  th e  m o s t  en jo y a b le  a c t iv i t ie s  o f  
t h o s e  I norm ally  do"
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Symbol
P 1 2
P 1 3
P5
P 1 0
P 1 4
P 1 5
A1
A 2
A 3
A 4
A 5
11
12
13
14
S M 5
S M 1 9
S M 2 5
S M 2 7
(table con'd)
1 2 5
Items
Self-Gratification
"W hen I h a v e  had a bad d a y ,  I find th a t  b uying  m y s e l f  
s o m e th in g  n ice  m a k e s  m e  fee l better"
" S o m e t im e s  just  t h e  th o u g h t  o f  s h o p p in g  m a k e s  m e  fee l  
better"
"I o f t e n  'g iv e  m y s e l f  a treat'  by g o in g  sh op p ing"
"Going sh o p p in g  d o e s  n o t  help m e  fee l  better  w h e n  I'm 
d e p r e s s e d "
Prestige
"I en jo y  sh o p p in g  a t  s t o r e s  th at  imply I'm w ea lth y"
"I s o m e t im e s  b r o w s e  th ro u g h  c a ta lo g s  th a t  sell e x p e n s i v e  
i t e m s  and im a g in e  m y s e l f  w ea r in g  or u s in g  them "
"I s p e n d  a lot o f  t im e  w orry in g  a b o u t  h o w  o th e r s  p er c e iv e
.  itm e
"I fee l  extra  sp e c ia l  and in c lu d ed  w h e n  i r e ce iv e  a c a ta lo g  
from  a p r e s t ig io u s  retailer su c h  a s  N eim an-M arcus"
Variety
" S h o p p in g  is  a w a y  to  find n e w  and dif ferent s t o r e s  and  
p rod u cts"
"W hen I hear a b o u t  a n e w  s to re ,  I tak e  a d v a n ta g e  o f  t h e  first 
o p p ortu n ity  to  f ind o u t  m o r e  a b o u t  it"
"I'm really h ap p y  w h e n  i find n e w  and u nique  sto res"
"I like to  s h o p  at d if feren t  s t o r e s  just  to  add s o m e  variety  to  
m y  life"
Diversion
" S h o p p in g  is n ot  ju s t  an e v e r y d a y  ta sk  but so m e th in g  n e w  
and different"
" S h o p p in g  h e lp s  m e  t o  fo r g e t  ab o u t  m y  problem s"
"I o f t e n  g o  s h o p p in g  to  e s c a p e  from m y world"
" S h o p p in g  is a w a y  to  e x p e r ie n c e  n e w  and d if ferent th in g s  to  
k ee p  life from  b e c o m in g  boring"
C o m p u ls iv e  Buying Behavior
Faber and O'Guinn Screener
"I m a d e  o n ly  th e  m in im u m  p a y m e n t s  o n  m y  cred it cards"
Symbol
S M 6
S M 9
S M 2 9
S M 3 0
S M 1 3
S M 2 6
S M 3 3
S M 3 5
S M 1 0
S M 1 8
S M 2 0
S M 2 8
S M 2 4
S M 3 2
S M 3 4
S M 3 6
F 0 1  
(tab le  c o n 'd )
Items Symbol
"I fe lt  o th er s  w o u ld  b e  horrified if t h e y  k n e w  o f  m y  sp e n d in g  
habits"
"I w r o te  a c h e c k  w h e n  I k n e w  I d id n ’t h a v e  e n o u g h  m o n e y  in 
t h e  bank to  c o v e r  it"
"I b o u g h t  so m e th in g  in order to  m a k e  m y s e l f  fe e l  better"
"I fe lt  a n x io u s  or n erv o u s  on  d a y s  I d id n ' t  g o  sh o p p in g "
"I h a v e  b o u g h t  th in g s  t h o u g h  I c o u ld n ' t  afford them "
"If I h a v e  an y  m o n e y  left  at t h e  e n d  o f  t h e  p a y  p eriod ,  I ju st  
h a v e  to  s p e n d  it"
T endency to  Spend
"W hen I h a v e  m o n e y ,  I c a n n o t  he lp  b ut  s p e n d  part o f  th e  
w h o le  o f  it"
"I am  o f t e n  im pu ls ive  in m y  b u y in g  behavior"
"A s s o o n  a s  I en ter  a s h o p p in g  c e n te r ,  I h a v e  an  irresistible  
u rge  to  g o  into a s h o p  to  b u y  so m e th in g "
"I am  o n e  o f  t h o s e  p e o p le  w h o  o f t e n  r e s p o n d s  to  d irect  mail 
offers"
Reactive Urge to Buy
"For m e ,  s h o p p in g  is  a w a y  o f  fa c in g  t h e  s t r e s s  o f  m y  daily  
life and o f  relaxing"
"I s o m e t im e s  fee l that s o m e t h in g  in s id e  m e  p u s h e d  m e  to  g o  
sh op p in g "
"There are t im e s  w h e n  I h a v e  a s t r o n g  u rge  to  b u y  (c lo th in g ,  
c o m p a c t  d is c s ,  e tc .)"
"I o f t e n  h a v e  an u n e x p la in a b le  u rg e ,  a s u d d e n  and  
s p o n t a n e o u s  d es ire ,  to  g o  and b u y  s o m e t h in g  in a store"
P ost Purchase Guilt
"At t im e s ,  I h a v e  felt s o m e w h a t  gu il ty  after b u y in g  a p rod u ct ,  
b e c a u s e  th e  p u r ch a se  s e e m  u n r ea so n a b le"
"There are s o m e  th in g s  I b u y  th a t  I d o  n o t  s h o w  to  a n y b o d y  
for fear  o f  being  p erc e iv e d  a s  irrational in m y  b uying  
behavior"
F 0 2
F 0 4
F 0 8
F 0 1 0
F 0 1 3
V 1 2
V1
V 2
V 9
V 1 0
V 3
V 4
V 5
V 8
V 6
V 7
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PRETEST PROCEDURES
The Sample
Previous studies  tha t  have examined compulsive buying have relied 
heavily on self-reported compulsive buyers  who  were  seeking help from 
organizations  such  as Spenders  Menders  (O'Guinn and Faber 1989; Faber 
and O'Guinn 1992).  There are some difficulties associa ted  with this 
approach .  First, by seeking help, it is likely tha t  these  individuals were  at  
an ex treme point in their addiction cycle. This problem m eans  individuals 
who  are a t  o ther points in their cycle are excluded from the analysis. Little 
is known abou t  the  differences be tw een  those  individuals who seek help 
for their addictive behaviors and those  who  do not.  It may be tha t  there  
are subs tan t ive  dif ferences tha t  are crucial to the  understanding of the  
behavior.  Second ,  by using self-reported compulsive buyers,  the  
resea rchers  may introduce some level of bias to their study. In other 
words ,  th o se  people who participate in the  s tudy may be inclined to report  
behaviors  th a t  are less accura te  than would be respondents  who are blind 
to the  pu rposes  of the  study. Finally, there  may be difficulties which 
preclude  a resea rcher  from gaining a cc e ss  to such a sample.
The p re te s t  s tudy a t tempted to provide this larger context  by looking 
at  tw o  different populations. The first population w a s  made up of mail­
order buyers .  It w a s  determined tha t  mail-order buyers  engaged in one 
type  of shopping experience tha t  might be a haven for compulsive buyers .
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One manifestation of compulsive buying is the  denial or hiding of 
purchases .  It w a s  presumed that  mail-order provided a method of 
purchasing a lmost in seclusion.  In order to be sure  th a t  the  mail-order 
population w a s  not substantially different from the  general  population on a 
number of a tt r ibutes  other than compulsive buying, a second ,  more 
general,  population w a s  used. This population consis ted  of adults from 
across  the  nation.
Both samples  were  randomly generated  by a national mail list broker. 
The mail-order sample  w as  drawn from a population of eight million 
Americans  across  the  United States,  while the  more general  sample w as  
d rawn from a population of fifty-four million adult  Americans .  The samples  
each  conta ined  approximately two thousand  n a m es  of adult  Americans  
from all fifty s ta tes ,  resulting in an overall mailout of th ree  thousand  nine 
hundred pre tes t  quest ionnaires.
The size of the  pre tes t  was  unusually large; however ,  the  objective 
w as  to ga ther  a sample  of responses  large enough  to do tw o  things.  First, 
a large re sponse  rate w as  needed to provide a suitable sample  size for the  
various c o m p o n en t s  of the  data  analysis. Second, it w a s  hoped tha t  a 
fairly substantia l  number  of compulsive buyers  could be sc reened  from the 
sample.  Assuming a potential response  rate of b e tw een  ten and tw en ty  
percent ,  it s ee m e d  necessary  to con tac t  a large number  of individuals.
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Data Collection
Individuals in the  samples  were  each sen t  a cover  letter, a 
questionnaire and a bus iness  reply envelope (See Appendix A). The cover 
letter described the  s tudy  as part  of a dissertation being conducted  at 
Louisiana Sta te  University, w here  the  objective of the  s tudy w as  to gain a 
better unders tanding of shopping behaviors of adult Americans.  Given the 
size of the  sample,  it w a s  not feasible to offer any type  of moneta ry  
incentive for participation. However,  respondents  were  invited to enclose a 
self-addressed s tam ped  envelope for a brief synopsis of the  results  of the 
s tudy. Respondents  were  requested  to return their re sponses  by J u n e  12, 
1994.  The letter concluded with assu rances  of complete  anonymity.
Out of the  three  thousand  nine hundred surveys which were  mailed, 
four hundred and tw e n ty  surveys  were  returned, and 3 4 9  of th e se  were  
usable for the  pre test ,  resulting in a response  rate of 8 .9  percent.  While 
this is a fairly low response ,  there  are several potential reasons  for the  
return. First, the  survey w a s  extremely lengthy. Several of those  
respondents  who re turned their completed questionnaires wro te  the  
amount of time it took  to  complete  the  questionnaire exceeded  tha t  
sugges ted  by the  researcher  in the  cover letter. Second, due  to some 
initial problems in sending the  questionnaires,  many of the  respondents  
received the  questionnaire  after the  requested return date .  Finally, the  
pretest  questionnaire conta ined several se ts  of questions  th a t  were  of a
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highly sensit ive nature.  It may be tha t  many of the  potential re sp o n d en ts  
were  unin terested  in answering such questions,  despite the  rea ssu rance  of 
comple te  anonymity.
PRETEST ANALYSIS AND RESULTS 
The analysis of the  dissertation pre test  first provided an overv iew of 
the  background characterist ics of each  sample.  Next, to sh o w  th a t  the  
parental  influence, compulsive buying and anxiety reduction through 
shopping  motivations cons t ruc ts  can bes t  be represented as higher-order 
factors ,  several  confirmatory models are estimated and compared .
Following the  tw o-s tep  approach  advoca ted  by Anderson and Gerbing 
(1988) ,  the  psychometric properties of each construct  will then  be 
evaluated in a m easu rem en t  model th a t  includes all model const ruc ts .
After tha t ,  a structural  model with prescribed paths  was  es timated .  Finally, 
conclusions  about  the  model were  made based upon the results  found in 
th e  pretest .
Sample  Characterist ics
Respondents  for the  pre tes t  sample were randomly chosen  by an 
external agency  which compiled mailing lists. Demographic information 
abou t  each  sample  is provided in Table 4 .10 .  There appear to be few 
dif ferences  be tw een  the  tw o  samples.  More importantly, it w a s  n eces sa ry  
to  sh o w  tha t  the  tw o  samples  did not differ on the model const ructs .  
Analysis of variance te s t s  were  done on all of the  means  by sample group.
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F-tests and significance levels are reported in Table 4 .1 1 .  Subsequently ,  
the  tw o  samples  were  collapsed into one and used  for the  p re tes t  analysis.
TABLE 4.10  
DEMOGRAPHIC INFORMATION 
PRETEST STUDY
D e m o g r a p h ic
Information
Mail Order  
S a m p le
U niversa l
S a m p le
Total
S a m p le
M edian  A g e  (years)
G en d er
Male
F em ale
Marital S ta tu s
Married
S ingle
D ivorced
W id o w e d
Education
Gram m ar S c h o o l
S o m e  High S c h o o l
H .S .  G ra du a te
S o m e  C o l le g e
C o l le g e  G rad u ate
P o s t - C o l le g e  D e g r e e
O c c u p a t io n
S tu d e n t
M anual Labor
P r o fe ss io n a l
Skil led Labor (no  
m anual labor)
Skil led Labor (m anual  
labor in c lu d ed)
5 5 . 5 7
5 3 .5 %
4 6 . 5 %
7 6 . 8 %
7 .0 %
1 0 .3 %
5 .9 %
1 .6 % 
2 .2 % 
1 9 .5 %  
2 4 . 9 %  
3 0 . 8 %  
2 1 . 1 %
.6 %
4 .1 %
6 9 . 8 %
1 3 .6 %
11.8%
5 2 . 0 3
5 4 . 7 %
4 5 . 3 %
8 0 . 7 %
5 .6 %
8 . 7 %
5 .0 %
.6 % 
1 6 . 3 %  
3 0 . 0 %  
3 5 . 0 %  
1 8 .1  %
1 .3 %  
3 .4 %  
7 0 . 5 %
1 5 . 4 %
9 .4%
5 3 . 8 9
5 3 . 7 %
4 6 . 3 %
7 8 . 7 %
6 . 3 %
9 . 5 %
5 .5 %
.9 %
1 .4 %  
1 7 .9 %  
2 7 . 1 %  
3 2 . 6 %  
20 .2 %
.9 %
3 . 8 %
7 0 . 3 %
1 4 .4 %
10 .6 % 
(table  c o n 'd )
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D e m o g r a p h ic  Mail Order U niversal Total
Information_______________________________ S a m p le ______________ S a m p le _____________ S a m p le
In co m e
U n der  $ 1 0 , 0 0 0 2 .2 % 1 .3 % 1 .8 %
$ 1 0 , 0 0 0  to  $ 1 9 , 9 9 9 5 .5 % 7 .1 % 6 .2 %
$ 2 0 , 0 0 0  to  $ 2 9 , 9 9 9 1 9 .2 % 1 4 .9 % 1 7 .2 %
$ 3 0 , 0 0 0  to  $ 3 9 , 9 9 9 1 8 . 1 % 1 3 .0 % 1 5 .7 %
$ 4 0 , 0 0 0  to  $ 4 9 , 9 9 9 1 0 .4 % 1 9 .5 % 1 4 .5 %
$ 5 0 , 0 0 0  to  $ 5 9 , 9 9 9 1 6 .5 % 1 1 .0 % 1 3 .9 %
$ 6 0 , 0 0 0  to  $ 6 9 , 9 9 9 9 . 9 % 2 .6 % 6 .8 %
$ 7 0 , 0 0 0  or m o re 1 8 .1 % 3 0 . 5 % 2 4 . 0 %
MEASUREMENT PROPERTIES
Introduction
Each sca le s '  m easu rem en t  properties (for the  pre tes t  data) were 
a s se s sed  prior to estimating the  proposed model.  Three constructs  
(compulsive buying, parental  influence, and anxiety  reduction through 
shopping motivations) have  multiple aspects /d imens ions .  Thus, they were  
examined first to determine if they could be represented as higher-order 
factors.
Parental Influence
Confirmatory fac tor  analyses  via LISREL VII were  used to a s se s s  the  
psychometr ic  properties of the  parental  influence factors  as well as the  
s tructure  of the  const ruc t .  First, model compar isons  were  made  among a 
three  first-order corre lated fac tor  model, a higher-order factor with three 
subdimensions  and a single cons t ruc t  with th ree  summed dimensions as 
indicators ( Joreskog and Sorbom 1989).  Figure 4 .4  sh o w s  the  higher-order 
factor model.
TABLE 4.11 
ANOVA RESULTS-PRETEST STUDY 
MODEL CONSTRUCTS BY SAMPLE GROUP
M od el C o n str u c t S a m p le  1 M ean S a m p le  2  M ean F S ta t is t ic s Probability Level
O b s e s s iv e -C o m p u ls iv e
Trait 7 . 5 7 8 6 8 . 0 7 2 2 1 . 1 7 7 9 . 2 7 8 5
S e l f -E s te e m 5 9 . 4 6 8 4 5 8 . 0 8 5 7 2 . 2 0 0 7 . 1 3 8 9
Parental In f luence 2 4 . 9 3 5 5 2 5 . 0 4 4 7 . 0 1 7 8 . 8 9 3 9
A n x ie ty 1 4 . 9 6 1 8 1 5 . 0 1 1 0 . 0 0 4 1 . 9 4 9 1
Im p u ls ive  Behavior 1 4 . 1 9 7 5 1 4 . 6 3 1 9 . 6 8 6 6 . 4 0 7 9
S h o p p in g  M o tiv a t io n s 3 9 . 1 7 4 8 3 9 . 6 9 9 4 . 1 0 9 3 . 7 4 1 1
C o m p u ls iv e  Buying 2 8 . 7 0 2 0 2 9 . 6 4 9 7 . 6 9 0 2 . 4 0 6 7
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This model w as  compared  to  a first-order factor model w here  copied 
parental  behavior,  gifts as  com pensa t ion  and parental neglect  were  trea ted  
as three correlated first-order factors  (Figure 4.5) and a single cons t ruc t  
model (Figure 4.6). If the  fit of th e se  th ree  models does  not differ, 
empirical evidence for a higher-order factor is tenable  (Marsh and Hocevar 
1985).
Model Comparisons.  The fit stat ist ics for all models are sh o w n  in 
Table 4 .12 .  The LISREL p ackage  genera ted  the  GFI and AGFI es t imates ,  
while the  other measures  of fit, widely advoca ted  in the  structural  modeling 
literature, were also used. Two of the se ,  Rentier 's  (1990) Compara t ive  Fit 
Index (CFI) and the  Tucker-Lewis Index were  selec ted.  As the  Table 4 .1 2  
shows ,  the  indices were  high and identical for the  higher-order model and 
the  correlated first-order model. Fit stat ist ics were  not provided for the  
single construct  model since the re  w ere  no degrees  of f reedom available to 
t e s t  the  model. The GFI, AGFI, CFI and TLI for tw o  prior models  were  
.879, .837, .910, and .892 ,  respectively.  The x 2 fit of both models  w as  
X2 =  3 2 0 .2 8  (df = 101).  The loadings of the  first-order fac to rs  to the  higher- 
order factor were yn = .635 ,  y21 = .684 ,  y31 = .824 ,  and the  correlations 
among the  first-order factor  models  w ere  0 12 = .434,  0 13 = .5 23 ,  and 
0 23 = .563.  In this case ,  the  fit stat ist ics  were  the  same. This w a s  
because  each model es t imated  the  sam e  number of paramete rs  within the  
sam e  covariance matrix. The loadings for the  single cons t ruc t  model were  
Au = .629, A2} = .684 , and /l31 = .630 .  The parental influence sca le  can be 
modeled as a single higher-order factor model or the  single co n s t ru c t  with 
the  summed indicators.
Parental
Influence
.824.635
Copied
Parental
Behavior
Gifts as 
Compensation
X13 ■■■ X16X8X7X1 ■ ■■■ ■■
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TABLE 4 .1 2
CONFIRMATORY FACTOR ANALYSIS: MODEL COMPARISONS
PRETEST STUDY 
PARENTAL INFLUENCE
M e a su r e s  o f  Fit
H igher-O rder Factor  
M od el
C orrelated
First-Order
M od el
S in g le
C o n s tr u c t
M od el
X 2 G o o d n e s s  o f  
Fit S ta t is t ic -  
T e s te d  (df) 3 2 0 . 2 8  ( 1 0 1 ) 3 2 0 . 2 8  ( 1 0 1 ) 0 . 0 0  (0)
X 2 G o o d n e s s  o f  
Fit Stat is t ic-  
Null (df) 2 5 2 9 . 8 1  (1 2 0 ) 2 5 2 9 . 8 1  (.120) 1 5 3 . 3 2  (3)
GFI . 8 7 9 . 8 7 9 1 . 0 0
AGFI . 8 3 7 . 8 3 7
C om p arative  
Fit Index (CFI)
. 9 1 0 . 9 1 0 . . . .
T u ck er-L ew is  
Index (TLI) . 8 9 2 . 8 9 2 --------
Internal Consis tency. Internal cons is tency  evalua tions w ere  obtained
for the  three parental  influence dimensions.  Estimates  of composi te  
reliability, coefficient alpha,  and average  variance ex trac ted  (i.e., a, 
composi te  a, and VE, respectively in Table 4 .13) were  com puted .  For the  
three  scales,  the  tw o  a e s t im ates  ranged from .729  (composite  reliability 
for the  parental neglec t  factor) to .888  (composite  reliability for the  copied 
parental behavior factor).  The average variance extrac ted  es t im ates  (VE), 
which a sse ss  the  am o u n t  of var iance captured  by a c o n s t r u c t ' s  measure  
relative to random m e asu re m e n t  error, are also fairly supportive  of scale 
reliability. VE es t imates  of .5 0  or higher indicate convergen t  validity 
among items in a sca le  (Fornell and Larcker 1981).  The exception w a s  the 
parental neglect  factor which had an average  var iance ex trac ted  estimate
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of .419 . For all th ree  factors ,  all i tems had significant t-value loadings on 
their respect ive  construct .  The items, loadings,  t-values and item-total  
correlations loadings are p resen ted  in Table 4 .14 .
Discriminant Validity. As w as  done earlier, two-fac tor models  were  
compared  agains t  one-factor models for ail possible pairs of sca les  for 
evidence  of discriminant validity. The two-fac tor models represen t  tw o  
distinct,  ye t  correlated factors  (i.e., copied parental behavior and  gifts as 
compensa t ion  as  separa te  ye t  correlated factors). The one-factor model 
represen ts  all i tems from the  tw o  factors  loading only on one fac to r—items 
are all tapping the  same dimension (i.e., copied parental behavior and  gifts 
a s  compensa t ion  i tems all a s  a one-factor model). In general,  if th e  x 1 fit of 
the  two-fac to r  model is be tter  than the  one-factor model,  ev idence  of 
discriminant validity exists (Bagozzi and Phillips 1982; Anderson and 
Gerbing 1988).  For all th ree  possible combinations  of the  th ree  fac tors ,  
the  tw o-fac tor  models had better fits than the  one-factor models.  These  
results  are reported in Table 4 .15 .
Another  t e s t  of discriminant validity involves the  correlations among 
the  factors  (0 estimates).  Phi es timates  ranged from .434  to .5 6 3  (Table 
4 .16) .  The conf idence interval around each of these  0  e s t im ates  ( ± )  tw o  
t imes the  e s t im a te ' s  s tandard  error, did not contain a value of "1" (i.e., 
significantly less than 1), supporting discriminant validity (Anderson and 
Gerbing 1988; Bagozzi and Phillips 1982).  Also, for any pair of factors ,  
the  0 2 est imate  w a s  less than  the  average  VE be tween  the  tw o  fac tors  
which is also indicative of discriminant validity.
TABLE 4.13
CONFIRMATORY FACTOR ANALYSIS: PSYCHOMETRIC PROPERTIES
PRETEST STUDY 
PARENTAL INFLUENCE
C opied  Parental  
Behavior
G ifts  a s  
C o m p e n s a t io n Parental N e g le c t
N um ber o f  i t e m s 7 5 4
M ean 1 0 . 3 5 2 8 . 6 6 9 6 . 0 0 0
Standard  D eviation 4 . 2 3 3 3 . 0 3 6 2 . 1 6 7
Variance 1 7 . 9 2 4 9 . 2 1 6 4 . 6 9 5
a . 8 7 9 9 . 8 4 0 9 . 7 2 9 9
C o m p o s i t e  Reliability . 8 8 8 . 8 3 8 . 7 4 1
A v e r a g e  V arian ce  
Extracted . 5 4 3 . 5 1 3 . 4 1 9
-f*o
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TABLE 4.14
CONFIRMATORY FACTOR ANALYSIS: STANDARDIZED LOADINGS
PRETEST STUDY 
PARENTAL INFLUENCE
Item s
S tand a rd ized
Loading t -v a lu es ITC
C op ied  Parental B ehavior
"W hen m y  p aren t  w a s  under s t r e s s ,  
s / h e  w e n t  sh o p p in g "
" S o m e t im e s  m y  p aren t  w o u ld  s h o p  to  
m ak e  h im /h erse l f  fe e l  better"
"W hen m y  p aren t  fe l t  d e p r e s s e d ,  s /h e  
w e n t  shop p in g "
"My m o th er  l o v e s  t o  s h o p ,  e v e n  if s h e  
c a n ' t  afford it"
"My p a re n ts  a lw a y s  fo u g h t  a b o u t  m y  
m o th e r 's  s p e n d in g  habits"
"My parent(s)  o f t e n  b o u g h t  th in g s  for 
n o  apparent reaso n "
"My parent w o u ld  h ide  th in g s  s / h e  had  
b o u g h t  s o  n o  o n e  w o u ld  k n o w  h o w  
m u c h  s / h e  had sp en t"
Gifts  a s  C o m p e n s a t io n
"W hen I fe lt  d e p r e s s e d ,  m y  parent(s)  
b o u g h t  m e  g if t s  t o  m a k e  m e  fee l  
better"
"My parent(s)  o f t e n  g a v e  m e  g if t s  
s ig n  o f  a ffect ion "
as  a
"W hen s o m e t h in g  bad h a p p e n e d  to  
m e ,  s o m e o n e  c l o s e  to  m e  (a parent,  a 
gran d paren t,  e t c . )  a lw a y s  g a v e  m e  
so m e th in g  n e w ,  s o  I w o u ld  fe e l  better"
"My p aren ts  w o u ld  b u y  m e  so m e th in g  
n e w  to  s h o w  m e  th a t  th e y  lov ed  me"
. 9 0 7
. 9 1 0
. 8 3 6
. 6 4 5
. 6 4 8
.6 1 1
. 4 9 2
. 7 9 3
. 6 8 9
.8 1 1
. 5 8 3
20.666
2 0 . 7 9 6
1 8 . 1 3 2
1 2 . 5 8 9
1 2 . 6 6 2
1 1 . 7 6 1
. 8 0 4 2
. 7 9 8 5
. 7 7 5 8
. 6 3 4 5
. 5 7 5 0
. 5 3 5 2
9 . 1 0 3  . 4 9 8 1
1 5 . 9 5 2  . 6 8 7 4
1 3 . 1 7 3  . 6 6 4 8
1 6 . 4 7 5  . 6 8 4 6
1 0 . 6 8 2  . 5 7 3 9
(table con'd)
1 4 2
I tem s
Stan d ard ized
Loading t - v a lu e s  ITC
"W hen I w a s  s a d ,  s o m e o n e  c l o s e  to  
m e  to o k  m e  o u t  for a treat"
. 6 8 0 1 2 . 9 6 7  . 5 9 5 5
Parental N e q le c t
"It s e e m s  th a t  m y  m o m  and dad  
a lw a y s  had m o re  m o n e y  to  g iv e  th an  
true  affect ion " . 7 2 8 1 3 . 1 1 8  . 5 7 4 1
" T hough  m y  p aren t(s)  w e r e  rarely  
su p p o r t iv e  o f  m e  in an em o t io n a l  
s e n s e ,  t h e y  b o u g h t  m e  m o s t  o f  t h e  
th in g s  I w a n ted " . 5 9 4 1 0 . 3 0 8  . 4 8 6 1
"My p a ren ts  w e r e  a lw a y s  m o re  
f inancia l ly  su p p o r t iv e  o f  m e  than  
e m o t io n a l ly  s u p p o r t iv e  o f  me" . 6 7 4 1 1 . 9 6 5  . 5 3 2 1
"My p aren t(s)  g a v e  m e  little a tten t io n ,  
but  a lo t  o f  material g i f t s ”
.5 8 1 1 0 . 0 4 4  . 4 8 0 9
TABLE 4.15
ONE-FACTOR VERSUS TWO-FACTOR MODELS-
PARENTAL INFLUENCE
-PRETEST STUDY
C o n s tr u c t s X 2 O n e  Factor X 2 T w o  Factor
C o p ied  Behavior  v s .  Gifts 6 6 8 . 4 6  ( 5 4  df) 2 1 8 . 2 0  ( 5 3  df)
C o p ie d  B ehavior  v s .  Parental  
N e g le c t 3 2 3 . 6 3  ( 4 4  df) 1 4 9 . 5 4  ( 4 3  df)
G ifts  v s .  Parental N e g le c t 2 3 9 . 1 7  ( 2 7  df) 9 9 . 8 1  ( 2 6  df)
C o n s tr u c ts GFI (AGFI) O n e  Factor GFI (AGFI) T w o  Factor
C op ied  B ehavior  v s .  Gifts . 6 7 4  . 5 3 0 . 8 9 0  . 8 3 8
C o p ied  Behavior  v s .  Parental  
N e g le c t . 8 2 4  . 5 7 6 . 9 1 6  .8 7 1
G ifts  v s .  Parental N e g le c t . 8 3 8  . 7 3 7 .9 3 1  . 8 8 1
1 4 3
Thus,  though discriminant validity te s t s  revealed distinct factors ,  es t imates  
from the  higher-order factor analysis indicate th a t  the  three  a sp e c t s  of 
parental influence can be modeled as subdimensions  of an overall higher- 
order construct .
Anxiety Reduction Through Shopping Motivations
The shopping motivation subsca les  were  subjected  to  the  sam e  
procedure  as  the  parental influence scales.  Similar to the  parental  influence 
const ruct ,  three models w ere  te s ted :  a correlated five-factor first-order 
model, a higher-order factor model, and a single const ruc t  model with five 
sum m ed  indicators, shown in Figures 4 .7 ,  4 .8 ,  and 4 .9 ,  respectively,  and 
their fit stat ist ics are presented  in Table 4 .17 .
Model Comparisons.  Once again, four indices of fit, th e  goodness -  
of-fit (GFI), the  adjusted-goodness-of-fi t  index (AGFI), the  Compara t ive  Fit 
Index (CFI) and the  Tucker-Lewis Index (TLI) were  genera ted .  The fit of 
the  higher-order factor w as  adequa te  (GFI =  .834 ,  AGFI =  .789 ,  CFI =  .841, 
TLI = .8 6 4  and /  = 5 5 3 .5 3  (165  df, p = .000)). The loadings of the  first- 
order factors  to the  higher-order factor were  yu = 1 .010 , y21 = -970, 
y31 = .794,  y41 = .870,  and y51 = .949.  This "offending es timate" ,  a 
standardized path coefficient grea ter than "1",  will be e laborated upon 
shortly.  The fit of the  correlated first-order factor model w a s  better 
( /  = 5 2 5 .2 9  160  df, p = .000) according to the  /  difference tes t ,  
suggesting the  anxiety reduction through shopping motivations  cons t ruc t  
could be modeled as five correlated first-order factors .  However,  the  final 
model offered the  best  fit to the  da ta  (GFI = .956 ,  AGFI = .867 ,  CFI = .963, 
TLI = .925  a n d / = 3 9 .5 0  (5 df, p = .000)).
TABLE 4.16
CONFIRMATORY FACTOR ANALYSIS: PHI ESTIMATES-PRETEST STUDY
PARENTAL INFLUENCE
C o n stru c t Phi E s t im ates C o n f id e n c e  Intervals A rou n d  Phi
C op ied
B ehavior
1 . 0 0 0 . . . .
Gift B ehavior . 5 6 3 1 . 0 0 0 . 4 5 7  <  <p <  . 6 6 9 . . . .
N e g le c t . 4 3 4 . 5 2 3 1 . 0 0 0 . 3 3 0  <  (p <  . 5 3 8 . 4 1 9  <  <p <  
. 6 2 7
C o n stru c t Phi2 E st im a te s
A v e r a g e  V a r ian ce  E xtracted  
B e t w e e n  C o n s tr u c ts
C op ied
Behavior
1 . 0 0 0 . . . .
Gift B ehavior . 3 1 7 1 . 0 0 0 .4 7 1 . . . .
N e g le c t . 1 8 8 . 2 7 4 1 . 0 0 0 . 5 3 0 . 4 9 8
■t*
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TABLE 4.17
CONFIRMATORY FACTOR ANALYSIS: MODEL COMPARISONS
PRETEST STUDY 
ANXIETY REDUCTION THROUGH SHOPPING MOTIVATIONS
M e a s u r e s  o f  
Fit
Higher-Order Factor  
M odel
C orrelated
First-order
M odel
S in g le
C o n s tr u c t
M odel
X 2 G o o d n e s s  o f  
Fit S ta t is t ic -  
T e s t e d  (df) 5 5 3 . 5 3  ( 1 6 5 ) 5 2 5 . 2 9  (1 6 0 ) 3 9 . 5 0  (5)
X 2 G o o d n e s s  o f  
Fit S ta t is t ic -  
Null (df) 3 0 1 2 . 0 0  ( 1 9 0 ) 3 0 1 2 . 0 0  (1 9 0 )
GFI . 8 3 4 . 8 4 4 . 9 5 6
AGFI . 7 8 9 . 7 9 5 . 8 6 7
C o m p a r a t iv e  
Fit Index  (CFI) .8 4 1 . 8 4 6 . 9 6 3
T u ck er -L ew is  
In d ex  (TLI) . 8 6 4 . 8 7 2 . 9 2 5
The loadings of the  sum m ed indicators to the  single construct  were
Aff = .875 ,  A2-\ = .818 ,  /l31 = .632 ,  /l41 = .761 ,  and /151 = .843. These  results  
indicate the  cons t ruc t  can be adequate ly  measured  with the  five sum m ed  
indicators.
Internal Consis tency. The internal consis tency  es timates  of 
composi te  reliability, coefficient alpha, and average variance extracted (i.e., 
a, composi te  a, and VE, respectively in Table 4.18)  were computed  for an 
a s s e s s m e n t  of the  dimensionali ty of the  shopping motivation scales.  For 
the  five scales,  the  tw o  a  e s timates  ranged from .6 10  to .791.  The 
average  variance  ex tracted  es timates  (VE), which a sse ss  the am ount  of 
variance cap tured  by a cons t ruc t ' s  m easure  relative to random 
m easu rem en t  error, were  not extremely supportive of scale reliability, as  all
1 4 9
five es t imates  were  below the  desired .50  level. VE es t imates  of .50  or 
higher indicate convergen t  validity among items in a sca le  (Fornell and 
Larcker 1981).  However,  for all five factors,  all i tems had significant t- 
value loadings on their respective construct .  The i tems, their loadings, t- 
values and i tem-to-total correlations are p resen ted  in Table 4 .19 .
Discriminant Validity. Like the parental influence construct ,  two- 
factor models  were  compared against  one-factor models  for all possible 
pairs of shopping  motivation scales.  Again, the  tw o-fac to r  models 
represent tw o  distinct,  ye t  correlated factors  (i.e., shopping  as  self­
gratif ication/shopping as  diversion as separa te  ye t  correlated factors).  The 
one-factor model represents  all items from the  tw o  fac to rs  loading only on 
one factor—items are all tapping the same dimension (i.e., shopping as  self­
gratif ication/shopping as  diversion items all as  a one-factor model).  As 
discussed  before,  if the  x2 fit of the two-fac to r  model is significantly better 
than the  one-factor model, evidence of discriminant validity exists (Bagozzi 
and Phillips 1982;  Anderson and Gerbing 1988).  However,  all ten possible 
combinations  of the  five factors and tw o-fac tor  models  were  fairly close to 
the  fits for the  one-factor models. For one pair, the  differences were  not 
significant (Recreation versus  Self-Gratification). The results  are reported 
in Table 4 .2 0 .  The correlations among the  five fac tors  (cp est imates) 
ranged from .6 8 0  to .925 and are shown in Table 4 .2 1 .  For m os t  of the  
pairs of fac to rs ,  the  confidence interval around each  of th e se  (p e s t imates  
( ±) two t imes  the  e s t im ate ' s  standard error, did not contain  a value of "1" 
(i.e., significantly less than 1), supporting discriminant validity (Bagozzi and 
Phillips 1982; Anderson  and Gerbing 1988).
TABLE 4.18
CONFIRMATORY FACTOR ANALYSIS: PSYCHOMETRIC PROPERTIES
PRETEST STUDY 
ANXIETY REDUCTION THROUGH SHOPPING MOTIVATIONS
R ecreation
Self -
Gratification P rest ig e V ariety D iversion
#  o f  Item s 4 4 4 4 4
M ean 6 . 6 4 0 7 . 9 1 9 6 . 8 4 9 1 0 . 6 7 7 7 . 6 1 4
Standard
D eviation 3 . 1 3 3 3 . 7 2 7 2 . 7 8 8 3 . 9 7 0 3 . 4 6 2
V ariance 9 . 8 1 8 1 3 . 8 9 0 7 . 7 7 4 2 1 5 . 7 6 2 1 1 . 9 8 7
a . 7 3 9 3 . 7 5 7 8 . 6 3 8 2 .7 9 0 1 . 7 9 1 8
C o m p o s i te
Reliability . 7 4 5 .7 7 1 . 6 1 0 . 7 8 5 . 7 8 0
A v e r a g e
V ariance
Extracted
. 4 3 3 .4 7 1 . 2 8 8 . 4 8 3 .4 7 1
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TABLE 4.19
CONFIRMATORY FACTOR ANALYSIS: STANDARDIZED LOADINGS
PRETEST STUDY 
ANXIETY REDUCTION THROUGH SHOPPING MOTIVATIONS
I tem s_________________________L oa d in g s_______________ t -v a lu es___________________ITC
R ecrea t ion
S M 5  
S M 1 9  
S M 2 5  
S M 2 7
Self -G rat if ication
S M 6
S M 9
S M 2 9
S M 3 0
P r e s t ig e
S M 1 3
S M 2 6
S M 3 3
S M 3 5
V ariety
S M 1 0
S M 1 8
S M 2 0
S M 2 8
D iversion
S M 2 4
S M 3 2
S M 3 4
S M 3 6
. 6 5 8
. 4 2 9
. 6 9 6
. 7 9 4
. 7 5 6
. 7 2 3
. 8 0 0
. 3 8 6
. 4 2 0
. 5 3 0
. 4 7 5
. 6 8 5
. 5 3 5
. 6 7 3
. 7 3 4
. 8 0 8
. 6 7 7
. 6 7 8
.6 3 1
. 7 5 3
1 2 . 8 3 5
7 . 8 0 2
1 3 . 7 9 4
1 6 . 4 6 5
1 5 . 3 4 9
1 4 . 4 2 6
1 6 . 6 2 9
6 . 8 5 4
6 .8 8 1
8 . 9 1 4
7 . 8 8 8
1 1 . 8 0 1
9 . 6 8 2
1 2 . 8 2 4
1 4 . 3 9 3
1 6 . 4 4 3
1 3 . 1 1 5
1 3 . 1 3 4
1 1 . 9 8 4
1 5 . 1 0 8
. 5 5 6 2
. 3 9 8 3
. 5 7 7 1
. 6 2 0 1
. 6 5 4 0
. 5 9 3 4
. 6 1 4 9
. 3 3 1 6
. 3 5 7 1
. 4 1 0 2
. 3 5 7 8
. 5 4 3 4
. 4 9 6 7
. 5 7 3 7
. 6 9 7 1
. 6 3 6 4
. 5 4 5 4
. 6 0 8 4
. 5 9 8 9
. 6 4 2 7
1 5 2
TABLE 4.20
ONE-FACTOR VERSUS TWO-FACTOR MODELS-PRETEST STUDY 
ANXIETY REDUCTION THROUGH SHOPPING MOTIVATIONS
C o n s tr u c ts X 2 O n e  Factor X 2 T w o  F actor
R ecrea t ion  v s .  Self-Gratif ication 9 4 . 5 9  ( 2 0  df) 9 3 . 9 2  ( 1 9  df)
R ecrea t ion  v s .  P rest ige 9 3 . 2 7  ( 2 0  df) 6 2 . 3 7  ( 1 9  df)
R ecreation  v s .  Variety 1 0 9 . 7 4  ( 2 0  df) 9 6 . 4 0  ( 1 9  df)
R ecrea t ion  v s .  D iversion 1 2 8 . 7 1  ( 2 0  df) 1 2 0 . 4 2  ( 1 9  df)
S elf-G ratif ication  v s .  Prest ige 4 7 . 4 7  ( 2 0  df) 2 4 . 5 5  ( 1 9  df)
Self-G ratif ication  v s .  Variety 1 3 7 . 3 9  ( 2 0  df) 7 6 . 5 0  ( 1 9  df)
S elf-G ratif ication  v s .  D iversion 7 6 . 5 3  ( 2 0  df) 6 6 . 5 7  ( 1 9  df)
P r es t ig e  v s .  Variety 7 4 . 1 2  ( 2 0  df) 3 1 . 2 0  ( 1 9  df)
P r es t ig e  v s .  D iversion 8 9 . 1 7  ( 2 0  df) 7 8 . 7 8  ( 1 9  df)
V ariety  v s .  D iversion 1 4 2 . 6 8  ( 2 0  df) 1 1 6 . 4 4  ( 1 9  df)
GFI (AGFI) GFI (AGFI)
C o n s tr u c ts O n e-F a c to r T w o -F a c to r
R ecrea t io n  v s .  Self-Gratification . 9 3 4 .8 8 1 . 9 3 5 . 8 7 6
R ecrea t ion  v s .  P rest ige . 9 2 7 . 8 6 9 . 9 5 2 . 9 0 8
R ecrea t io n  v s .  Variety . 9 1 4 . 8 4 5 .9 2 1 .8 5 1
R ecrea t io n  v s .  D iversion . 9 0 4 . 8 2 6 . 9 0 5 . 8 1 9
S elf-G ratif ication  v s .  Prest ige . 9 6 3 . 9 3 4 .9 8 1 . 9 6 4
Self-G ratif ication  v s .  Variety . 8 9 3 . 8 0 7 . 9 4 4 . 8 9 4
Self -G rat if ication  v s .  D iversion . 9 4 2 . 8 9 6 . 9 4 6 . 8 9 8
P r es t ig e  v s .  Variety . 9 4 0 . 8 9 2 . 9 7 6 . 9 5 5
P r es t ig e  v s .  D iversion . 9 3 3 . 8 7 9 . 9 3 9 . 8 8 5
V ariety  v s .  D iversion . 8 9 7 . 8 1 5 . 9 1 5 . 8 3 9
The exception to this te s t  w as  the  confidence  interval be tw een  the  
recreation/self-gratification factors. Furthermore,  a comparison of the  <p2 
est imate  with the average VE be tw een  any tw o  factors does  not s h o w  
suppor t  for discriminant validity. The average  VE be tw een  each pair of
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factors  w a s  grea te r  than  the  (p1 est imate.  These  te s t s  are reported in 
Tables 4.21 and 4 .2 2 .  In sum, while the  fit of the  correlated first-order 
factor model w a s  the  bet ter of the  tw o  models  compared , the  lack of 
discriminant validity s u g g es t s  tha t  the  factors  composing the  anxiety 
reduction through shopping motivations cons t ruc t  are not distinct. 
Furthermore,  the  extremely high correlations among the  factors coupled 
with a s tandardized est imate  of greater than  "1" (i.e., "offending 
estimate") for the  higher-order factor indicating th a t  the  subdimensions are 
likely tapping the  sam e  construct .  Thus, it appea rs  the  different factors 
can be sum m ed  as  indicators for the  anxiety reduction through shopping 
motivations cons t ruct .
Compulsive Buying
The i tems comprising the  compulsive buying factors  were  subjected 
to confirmatory fac tor analyses  via LISREL VII to a s s e s s  if they could be 
represented as  four first-order factors, higher-order factor,  or a single 
cons t ruct  with each  dimension as a summed indicator (Joreskog and 
Sorbom 1989).  Figure 4 .1 0  show s  the  higher-order factor where  the  four 
compulsive buying factors  were  trea ted  as  o u tco m es  of a second-order 
factor.  This model is compared  to a correlated four-factor first-order model 
(Figure 4 .11)  and a single const ruct  model (Figure 4 .12).  If the  fit of these  
th ree  models  d o e s  no t  differ, evidence for a higher-order factor is viable 
(Marsh and Hocevar 1985).
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TABLE 4.21
CONFIRMATORY FACTOR ANALYSIS: PHI ESTIMATES 
PRETEST STUDY 
ANXIETY REDUCTION THROUGH SHOPPING MOTIVATIONS
C o n str u c t Phi E s t im a te s
R ecreation 1 . 0 0 0
Self-G ratif ication 1 . 0 0 1 1 . 0 0 0
P rest ig e .7 4 1 . 7 7 0 1 . 0 0 0
Variety . 9 0 8 . 7 9 2 . 6 8 0  1 . 0 0 0
D iversion . 9 2 5 . 9 2 3 . 8 5 3  . 8 4 6 1 . 0 0 0
C o n stru c t Phi2 E s t im a te s
R ecreation 1 . 0 0 0
Self-G ratif ication 1 . 0 0 2 1 . 0 0 0
P rest ige . 5 4 9 . 5 9 3 1 . 0 0 0
V ariety . 8 2 4 . 6 2 7 . 4 6 2  1 . 0 0 0
D iversion . 8 5 6 . 8 5 2 . 7 2 8  . 7 1 6 1 . 0 0 0
C o n stru c t V ar ia n ce  E xtracted  E st im a te s
R ecreation
S elf-G ratif ication . 4 5 2
P rest ige . 3 6 0 . 3 8 0
Variety . 4 5 8 . 4 7 7 . 3 8 5
D iversion . 4 5 2 .4 7 1 . 3 7 9  . 4 7 7
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TABLE 4 .2 2  
CONFIDENCE INTERVALS-PRETEST STUDY 
ANXIETY REDUCTION THROUGH SHOPPING MOTIVATIONS
Pairs o f  F a c to r s  C o n f id e n c e  Intervals
R ecrea t io n  v s .  Self -G rat if ication . 9 5 7  <  1 .0 0 1 < 1 . 0 4 5
R ecrea t io n  v s .  P r e s t ig e . 6 3 5 < .7 4 1 < . 8 4 7
R ecrea t io n  v s .  V ariety . 8 5 0 < . 9 0 8 < .9 6 6
R ecre a t io n  v s .  D ivers ion . 8 6 7 < . 9 2 5 < . 9 8 3
Self -G rat if ica tion  v s .  P rest ig e . 6 7 0 < . 7 7 0 < . 8 7 0
Self -G rat if ica tion  v s .  V ariety . 7 2 0 < . 7 9 2 < . 8 6 4
S e lf -G rat if ica tion  v s .  D ivers ion . 8 6 9 < . 9 2 3 < . 9 7 7
P r e s t ig e  v s .  V ariety . 5 6 8 < . 6 8 0 < . 7 9 2
P r e s t ig e  v s .  D ivers ion .7 6 1 < . 8 5 3 < . 9 4 5
V arie ty  v s .  D ivers io n . 7 8 0 < . 8 4 6 < . 9 1 2
Model Comparisons.  Although the  first-order model fit be tte r  than  
the  higher-order factor model,  the  loadings of the  first-order factors  to the  
higher-order factor were  yu =  .860, y2\ -  1 .116 ,  K3i=-832, a n d K 4 i= -7 3 7 ,  
all four were  still high es timates  with sufficient t-values.  Once again,  the  
fit of the  single cons t ruc t  model w a s  the  best .  The statistics for the  model 
compar isons  are reported in Table 4 .2 3  and shown with the figures.
Internal Consis tency.  To examine the  dimensionali ty of the  four 
compulsive buying factors,  the  internal consis tency  estimates of composi te  
reliability, coefficient alpha, and average  variance extracted (i.e., a, 
composi te  a, and VE, respectively in Table 4.24) were  computed.  For the  
four sca les,  the  tw o  a  e s t imates  ranged from .548  to .833.  The average  
var iance extrac ted  es timates  (VE) are quite poor, ranging from .261 to 
556.
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TABLE 4 .2 3
CONFIRMATORY FACTOR ANALYSIS: MODEL COMPARISONS
PRETEST STUDY 
COMPULSIVE BUYING
M e a s u r e s  o f  Fit
Higher-order Factor  
M odel
C orre la ted
First-order
M od e l
S ing le
C o n s tr u c t
M odel
X 2 G o o d n e s s  o f  
Fit S t a t i s t i c -  
T e s t e d  (df) 5 6 1 . 7 7  (1 3 1 ) 5 4 6 . 9 4  ( 1 2 9 ) 7 . 0 8  (5)
X 2 G o o d n e s s  o f  
Fit S t a t i s t i c -  
Null (df)
2 4 3 9 . 8 6  (1 5 3 ) 2 4 3 9 . 8 6  ( 1 5 3 ) 5 2 8 . 7 4  (6)
GFI .8 2 1 . 8 2 8 . 9 8 9
AGFl . 7 6 6 . 7 7 2 . 9 4 6
C o m p a ra t iv e  Fit 
Index  (CFI) . 8 1 3 . 8 1 9 . 9 3 4
T u ck er-L ew is  
Index  (TLI) . 7 8 0 . 7 8 3 .9 2 1
Only the  reactive urge to buy factor exceeded  the  .5 0  boundary  sugges ted  
by Fornell and Larcker (1981).  For all four factors ,  all i tems had significant 
t-value loadings on their respective const ruct .  The i tems, loadings, t-values 
and item-to-total correlations are presented in Table 4 .25 .
Discriminant Validity. To examine the  discriminant validity among 
the  four compulsive  buying factors,  two-fac to r  models  were  compared  
against  one-factor  models  for all possible pairs of scales.  The two-fac tor 
models represent  tw o  distinct, yet  correlated fac tors  (i.e., Faber and 
O'Guinn Screener  scale and the  Tendency to Spend scale as  separa te  yet  
correlated factors).  The one-factor model rep resen ts  all i tems from the  tw o  
factors  loading only on one fac to r - i tem s  are all tapping the  sam e  
dimension (i.e., Tendency to Spend and Reactive Urge to Buy i tems all as a
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one-factor model). In general ,  if the  x 1 fit of the  two-fac to r  model is better  
than the one-factor model,  evidence of discriminant validity exists (Bagozzi 
and Phillips 1982; Anderson and Gerbing 1988).  For all six possible 
combinations of the  three  factors,  the  two-fac to r  models  had be tter fits 
than the one-factor models  (See Table 4 .26) .  However,  for tw o  pairs of 
factors (FOG and Tendency  to  Spend;  Tendency to Spend and Reactive 
Urge to Buy), the  x 2 difference te s t  w as  non-significant.
Finally, the  correlations among the  four factors  (0  est imates) ranged 
from .628 to .965 .  The confidence  intervals around each  of t h e se  0  
es timates  ( (±)  tw o  t imes  the  es t im a te ' s  s tandard  error, did not contain a 
value of "1" (i.e., significantly less than 1) supporting discriminant validity 
(Bagozzi and Phillips 1982;  Anderson and Gerbing 1988),  with the  
exception of the  Faber and O'Guinn Screener and the  Tendency  to Spend 
factor.  This is the  s am e  pair for which no discriminant validity w as  
established in the  t e s t  of a one-factor versus  a two-fac to r  model. Finally, 
for every pair of factors ,  the  0 2 est imate  w as  greater than  the  average  VE 
be tween  the  two fac tors  which w a s  indicative of no discriminant validity. 
These results are repor ted in Table 4 .27 .
In sum, the  t e s t s  for discriminant validity failed several  t imes,  which 
would sugges t  an overall lack of discriminant validity among the  different 
factors.  Overall the  results  sh o w  a lack of discriminant validity among the 
compulsive buying scales.  Further, as with the  shopping  motivations 
construct ,  an "offending est imate"  (i.e., a standardized path coefficient 
greater than "1") w a s  found, indicating a desired high level of correlation 
among the Faber and O'Guinn and Valence subscales .
TABLE 4.24
CONFIRMATORY FACTOR ANALYSIS: PSYCHOMETRIC PROPERTIES
PRETEST STUDY 
COMPULSIVE BUYING
FOG
T e n d e n c y  to  
S p e n d
R ea c t iv e  U rge  
to  Buy Guilt
#  o f  Item s 7 5 4 2
M ean 1 0 . 6 0 7 8 . 1 6 2 6 . 4 2 7 3 . 8 9 7
S tan d ard  D ev ia tion
3 . 4 0 7 3 . 5 5 3 3 . 2 6 6 1 . 8 6 0
V arian ce 1 1 . 6 0 5 1 2 . 6 2 3 1 0 . 6 6 6 3 . 4 5 8
a . 7 3 3 8 . 7 6 6 9 . 8 2 5 8 . 5 4 7 5
C o m p o s i t e  Reliability
. 7 4 7 . 7 5 4 . 8 3 2 . 5 5 6
A v e r a g e  V arian ce  
E xtracted .3 1 1 . 3 8 6 . 5 5 4 . 3 8 7
1 6 2
TABLE 4.25
CONFIRMATORY FACTOR ANALYSIS: STANDARDIZED LOADINGS
PRETEST STUDY 
COMPULSIVE BUYING
I tem s L oadings t - v a lu e s ITC
Faber and O 'G uinn  
S c r e e n e r
F 0 1 .5 3 1 9 . 5 5 5 . 5 0 9 5
F 0 2 . 5 7 2 1 0 . 4 3 9 . 5 7 0 7
F 0 4 . 5 6 5 1 0 . 2 7 5 . 4 9 1 2
F 0 8 . 4 7 6 8 . 4 2 6 . 3 9 3 5
F 0 1 0 . 2 5 6 4 . 3 3 5 . 1 7 9 9
F 0 1 3 . 5 9 2 1 0 . 8 7 2 . 5 2 3 2
V 1 2 . 7 7 9 1 5 . 5 4 4 . 5 0 9 4
T e n d e n c y  to  S p e n d
V1 . 7 0 7 1 4 . 1 7 6 . 6 2 1 9
V 2 . 6 2 5 1 2 . 1 2 5 . 5 3 6 4
V 9 . 6 5 8 1 2 . 9 3 7 . 5 2 6 6
V 1 0 . 4 0 8 7 . 4 3 9 . 4 1 5 9
V 1 1 . 6 6 8 1 3 . 1 7 0 . 5 5 9 5
R e a c t iv e  U rae  to  
B uy
V 3 . 6 7 5 1 2 . 9 7 8 . 5 9 4 2
V 4 . 7 8 3 1 5 . 8 9 2 .7 2 8 1
V 5 . 7 4 8 1 4 . 9 1 8 . 6 3 0 8
V 8 . 7 6 7 1 5 . 4 2 7 . 6 4 2 0
P o s t  P u r c h a se  Guilt
V 6 . 5 6 5 9 . 0 4 8 . 3 7 7 0
V 7 . 6 7 4 1 0 . 3 6 9 . 3 7 7 0
1 6 3
TABLE 4.26
ONE-FACTOR VERSUS TWO-FACTOR MODELS-PRETEST STUDY
COMPULSIVE BUYING
C o n s tr u c ts X 2 O n e Factor X 2 T w o  Factor
FOG v s .  T e n d e n c y  to  S p e n d 2 4 0 . 1 9  ( 5 4  df) 2 3 9 . 6 8  ( 5 3  df)
FOG v s .  R e a c t iv e  U rge  to  Buy 3 1 1 . 4 0  ( 4 4  df) 1 9 2 . 8 7  ( 4 3  df)
FOG v s .  P o s t  P u r c h a se  Guilt 1 0 8 . 5 5  ( 2 7  df) 8 5 . 1 0  (2 6  df)
T e n d e n c y  to  S p e n d  v s .  R ea c t iv e  
U rge to  Buy 1 6 6 . 3 9  ( 2 7  df) 1 6 5 . 6 4  (2 6  df)
T e n d e n c y  to  S p e n d  v s .  P o s t  
P u rch a se  Guilt 4 6 . 1 5  ( 1 4  df) 3 7 . 8 8  (1 3  df)
R ea ct iv e  U rg e  to  B uy v s .  P o s t  
P u r c h a se  Guilt 5 0 . 9 7  (9  df) 3 7 . 1 4  (8 df)
C o n s tr u c ts GFI (AGFI) O n e  Factor GFI (AGFI) T w o  Factor
FOG v s .  T e n d e n c y  to  S p e n d . 8 7 4  . 8 1 8 . 8 7 5  . 8 1 6
FOG v s .  R e a c t iv e  U rge  to  Buy . 8 0 3  . 7 0 4 . 8 9 5  . 8 3 9
FOG v s .  P o s t  P u r c h a s e  Guilt . 9 2 2  . 8 7 0 . 9 3 9  . 8 9 4
T e n d e n c y  t o  S p e n d  v s .  R ea ct iv e  
U rge to  Buy . 8 8 8  . 8 1 3 . 8 8 9  . 8 0 7
T e n d e n c y  to  S p e n d  v s .  P o s t  
P u r c h a se  Guilt . 9 6 0  . 9 1 9 . 9 6 8  . 9 3 0
R ea c t iv e  U rg e  to  B uy v s .  P o s t  
P u r c h a se  Guilt . 9 4 5  .8 7 1 .9 6 1  . 8 9 7
This result w a s  preferred as the  goal w a s  to sh o w  tha t  all four 
factors  could be used as summed indicators of the  ou tcome construct .
Thus, it d o es  s eem  tenable to model the  four compulsive buying subscales ,  
(i.e., FOG, Tendency  to Spend, Reactive Urge to  Buy, and Post-Purchase  
guilt) as sum m ed  indicators of a single c o n s t ru c t  model of compulsive 
buying const ruct .
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Overall Summary
The results  of the  model comparisons  for the  compuls ive buying, 
anxiety reduction through shopping motivations and parental  influence 
const ruc ts  sugges t  tha t  each  can be modeled as a single cons t ruc t  with 
summed indicators. In the  next se t  of analyses then,  compulsive buying 
w a s  represented by four indicators (the summed-item sca les  of FOG, 
Tendency to Spend, Reactive Urge to Buy, Post-Purchase  Guilt), anxiety 
reduction through shopping motivations by five indicators (the summed-  
item sca les  of Recreation, Self-Gratification, Prestige, Variety, and 
Diversion), and parental  influence as three indicators (the summed-item 
sca les  of Copied Parental Behavior, Gifts as  Compensation,  and Parental 
Neglect) in an overall m easurement  model.
Overall Measurement Model
The next s tep  in the  analysis w as  to evaluate the  psychometr ic  
properties of all of the  const ructs  in a correlated seven  first-order factor  
model. Figure 4 .1 3  sh o w s  this model. Once again, four indices of fit, GFI, 
AGFI, CFI, and TLI were  generated.  These  were  .797 ,  .762 ,  .862 ,  and 
.846 ,  respectively. ( T h e / 2 goodness  of fit stat istic w a s  1 3 4 6 .9 4  with 539 
degrees  of freedom.) Though the fit stat istics for this model do  not 
indicate a st rong model fit, models with many parameters  es t imated  rarely 
do.
TABLE 4.27
CONFIRMATORY FACTOR ANALYSIS: PHI ESTIMATES-PRETEST STUDY
COMPULSIVE BUYING
C o n stru c t Phi E s t im a te s C o n f id e n c e  Intervals A rou nd  Phi
FOG 1 . 0 0 0 . . . .
T e n d e n c y  to  
S p en d . 9 6 5 1 . 0 0 0 . 9 1 3 <  0  <  1 . 0 1 7
R ea c t iv e  U rge  
to  Buy . 6 6 4 . 9 2 6  1 . 0 0 0 . 5 7 4  <  0  <  . 7 5 4 . 8 7 4  <  0  <  . 9 7 8
P o s t  P u r c h a se  
Guilt . 6 2 8 .8 1 1  .7 6 1 1 . 0 0 0 . 4 9 2 <  0  <  . 7 6 4 . 6 8 9  <  0  <  . 9 3 3 . 5 7 4  <  0  <  . 7 5 4
C o n str u c t Phi2 E s t im a te s A v e r a g e  V ar ian ce  E xtracted  B e t w e e n  C o n s tr u c ts
FOG 1 . 0 0 0 . . . .
T e n d e n c y  to  
S p e n d .9 3 1 1 . 0 0 0 . 3 4 3 —
R e a c t iv e  U rge  
to  Buy .4 4 1 . 8 5 7  1 . 0 0 0 . 4 0 0 .4 6 1 —
P o s t  P u r c h a se  
Guilt . 3 9 4 . 6 5 8  . 5 7 8 1 . 0 0 0 . 3 2 8 . 3 8 7 . 4 9 8
CT>cn
Shopping
Motivation
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Internal Consis tency. The internal cons is tency  es t im ates  of 
composi te  reliability, coefficient alpha, and average variance  ex tracted  are 
shown in Table 4 .28 .  For the  seven const ruc ts  the  reliability es t imates  
range from .729  to .895 .  The variance ex tracted  es t im ates  (VE), the  
am ount  of variance cap tu red  by a co n s t ru c t ' s  measure  relative to random 
measurem ent  error, ranged from .405  to .633 .  Of the  seven  cons t ruc ts  
presented,  three  sca les  fell below the  preferred .50  cutoff (self-esteem, 
parental  influence, and impulsive behavior). The loadings for the  specific 
scale items, p resen ted  in Table 4 .29 ,  all fall b e tw een  th e  .50  to  .90  range 
and have t-values tha t  are significant.
Discriminant Validity. To examine the  discriminant validity among 
the  constructs ,  three t e s t s  were  used.  First, similar to the  analyses  
performed on the  parental  influence and shopping motivations  const ructs ,  
one-factor models were  compared  to two-fac tor models.  The results  are 
reported in Table 4 .30 .  Second,  the  conf idence  interval around each  of 
these  0  est imates  ( ± )  tw o  t imes the  e s t im ate ' s  s tandard  error, did not 
contain a value of "1" (i.e., significantly less than  1), support ing 
discriminant validity (Bagozzi and Phillips 1982; Anderson and Gerbing
1988).  Third, if the  0 2 es t imate  be tw een  any tw o  fac tors  is less than the 
average VE be tw een  the  tw o  factors  then support  for discriminant validity 
can be said to exist. The results  for the  latter tw o  t e s t s  are reported in 
Tables 4 .31 ,  4 .32 ,  and 4 .3 3 .  With the  except ion of the  comparison 
be tw een  the  0 2 and the  average  variance ex tract  est imate  for the  self- 
es teem/OC trait pair, th o se  criteria were  satisfied.
TABLE 4.28
CONFIRMATORY FACTOR ANALYSIS: PSYCHOMETRIC PROPERTIES
PRETEST STUDY 
MEASUREMENT MODEL CONSTRUCTS
OC
Trait S e lf -E s te e m
Parental
In f lu ence A n x ie ty
Im pulsive
B ehavior
S h o p p in g
M o tiv a t io n s
C o m p u ls iv e
Buying
N um ber  
o f  i tem s 4 1 0 3 5 4 5 4
M ean 7 . 8 1 8 5 8 . 7 6 4 2 5 . 0 2 1 1 4 . 9 6 2 1 4 . 4 7 2 3 9 . 5 0 6 2 9 . 2 0 9
S td .
D ev . 4 . 1 7 8 8 . 4 9 0 7 . 4 5 2 7 . 0 4 2 4 . 8 2 9 1 3 . 9 8 7 1 0 . 2 6 2
V ariance 1 7 . 4 5 5 7 2 . 0 7 9 5 5 . 5 3 6 4 9 . 5 9 0 2 3 . 3 1 5 1 9 5 . 6 3 2 1 0 5 . 3 1 5
a . 8 3 9 . 8 6 8 . 6 8 5 . 8 9 3 . 7 2 9 . 8 9 3 . 8 3 8
CR . 8 5 7 . 8 7 4 . 6 8 3 . 8 9 5 . 7 2 9 . 8 8 8 . 8 3 6
A v e  VE . 6 0 3 .4 1 1 . 4 1 9 . 6 3 3 . 4 0 5 . 6 0 8 .5 6 5
o
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TABLE 4.29  
CONFIRMATORY FACTOR ANALYSIS: 
STANDARDIZED LOADINGS-PRETEST STUDY 
MEASUREMENT MODEL
Item s L oad in gs t -v a lu e s
Item -to-Tota l
C orrelations
O b s e s s iv e - C o m p u ls iv e  Trait
"I f req u en t ly  g e t  n a sty
t h o u g h t s  and h a v e  difficulty
g e t t in g  rid o f  them " . 7 7 2
"I find th a t  a lm o s t  e v e r y d a y  I 
a m  u p s e t  by  u n p lea sa n t  
t h o u g h t s  th a t  c o m e  to  m y  
m ind a g a in s t  m y  will" . 8 4 9
"I u su a l ly  h a v e  s er io u s  d o u b ts
a b o u t  t h e  s im p le  ev eryd a y
t h in g s  I do" . 8 2 8
"Even w h e n  I d o  s o m e th in g
v ery  carefu lly ,  I o f ten  feel
th a t  it is  n o t  quite  right" . 6 3 9
S e l f -E s te e m
"On t h e  w h o le ,  I am sa t is f ied  
w ith  m y se lf"  . 6 8 8
"At t i m e s ,  I think that I am no  
g o o d  at all" . 6 2 9
"I fee l  th a t  I h a v e  a num ber
o f  g o o d  qualities" . 6 4 6
"I am  ab le  to  d o  th in g s  as
w ell  a s  m o s t  o ther  people"  . 6 2 4
"I fee l  I d o  not  h a v e  m u ch  to  
b e  proud  of" . 5 7 6
"I certa in ly  fee l  u s e l e s s  at
t im es"  . 5 7 6
"I fe e l  th a t  I am a p erso n  o f
w o r th ,  at le a s t  o n  an equal
p la n e  w ith  others"  . 5 8 4
"I w i s h  I co u ld  h a v e  m ore
r e s p e c t  for m yself"  . 7 0 5
1 5 . 6 8 0
1 8 . 0 2 9
1 7 . 3 7 0
1 2 . 1 5 8
1 3 . 3 9 9
1 1 . 9 4 9
1 2 . 3 4 1
1 1 . 8 1 1
1 0 . 7 0 9
1 0 . 6 9 7
1 0 . 8 7 9
1 3 .8 4 7
. 6 6 4 9
. 7 1 8 8
. 7 2 9 9
. 5 4 2 1
. 5 9 1 5
. 5 9 2 9
. 5 4 8 6
. 5 4 6 5
. 5 2 2 3
. 5 4 2 2
. 5 3 6 8
. 6 6 2 6
(table con'd)
Items
Item -to-Total
L oadings t - v a lu e s  C orrelations
"All in all, I am  inclined  to  fee l  
th a t  I a m  a failure"
"I ta k e  a p o s i t iv e  a tt i tu de  
t o w a r d  m y se lf"
Parental In f lu en c e
C o p ied  Parental B ehav ior
G ifts  a s  C o m p e n s a t io n
Parental N e g le c t
A n x ie ty
"I fe e l  a n x io u s  at so c ia l  
g a th er in g s"
"I am  u su a l ly  n e r v o u s  w ith  
p e o p le  u n l e s s  I k n o w  th em  
well"
"I o f t e n  fe e l  n e r v o u s  or 
t e n s e "
"In g e n e r a l ,  I am  a n e r v o u s  
p erson "
"I o f t e n  find it hard t o  relax"
Im p u ls ive  B eh a v io r
"Even w h e n  I s e e  s o m e t h in g  I 
really like, I d o  n o t  b uy  it 
u n le s s  it is a p lan n ed  
p u r ch a se"
"W hen I g o  s h o p p in g ,  I buy  
th in g s  I had n o t  in te n d e d  to  
p u rc h a se"
"I a v o id  b u y in g  t h in g s  that  
are n o t  o n  m y  s h o p p in g  list"
"It is  fu n  t o  bu y  
s p o n t a n e o u s ly "
. 6 7 2  1 3 . 0 0 0  . 6 0 6 1
. 6 9 6  1 3 . 6 3 2  . 6 4 3 7
. 6 9 4  1 1 . 2 5 8  . 4 7 8 4
. 5 9 5  9 . 6 5 5  . 4 6 9 4
. 6 4 8  1 0 . 5 3 5  . 5 1 8 2
. 6 7 8  1 3 . 4 0 1  . 6 7 6 8
. 6 9 9  1 3 . 9 5 7  . 7 0 9 7
.9 3 1  2 1 . 5 0 8  . 8 3 4 7
. 7 6 0 7
. 8 7 4  1 9 . 3 5 0
. 7 6 8  1 5 . 9 0 3  . 6 9 7 3
. 6 1 2  1 0 . 5 3 5  .5 0 7 1
. 6 8 9  1 2 . 0 9 4  . 5 6 2 2
.7 0 5  1 2 . 4 2 7  . 6 0 4 5
. 5 2 3  8 . 7 9 0  . 4 0 0 5
(table con'd)
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Items Loadings t-values
Item -to -T o ta l
C o rre la t ion s
A n x ie ty  R e d u c t io n  a s  a 
S h o p p in g  M o tiv a t io n  (A RSM )
R ecreation  . 8 6 8
Self-G ratif ication  . 8 2 6
P res t ig e  . 6 5 0
V ariety  . 7 4 7
D iversion  . 8 4 4
C o m p u ls iv e  B u ying  B ehavior
Faber and O 'G uinn  S c r e e n e r  . 6 9 4
T e n d e n c y  to  S p e n d  . 8 4 5
R ea ct iv e  U rge to  B uy . 8 4 5
P o s t  P u r c h a se  Guilt . 5 9 3
1 9 . 0 1 1  
1 7 . 6 0 1  
1 2 . 5 8 7  
1 5 . 1 8 0  
1 8 . 1 9 9
1 3 . 5 5 7
1 7 . 8 9 0
1 7 . 9 1 6
1 1 . 0 9 1
. 8 2 6 1
. 7 5 6 4
. 6 1 1 4
. 7 0 4 7
. 8 0 2 4
. 6 2 8 3
. 7 9 7 3
. 7 2 1 9
. 5 6 6 9
TABLE 4.30
ONE-FACTOR VERSUS TWO-FACTOR MODELS-PRETEST STUDY
MEASUREMENT MODEL
C o n s tr u c t s__________________________ x 2 O n e  Factor__________  x 2 T w o  Factor
OC Trait v s .  S e l f -E s te e m 5 2 5 . 6 3 (7 7 df) 3 4 5 . 6 0 ( 7 6 df)
OC Trait v s .  Parental In f lu en ce 1 8 9 .4 1 ( 1 4 df) 6 6 . 2 2 ( 1 3 df)
OC Trait v s .  A n x ie ty 5 3 4 . 0 6 (2 7 df) 1 7 8 . 1 0 ( 2 6 df)
OC Trait v s .  Im pu ls ive  B ehav ior 3 1 7 . 9 8 ( 2 0 df) 7 6 . 8 9 ( 1 9 df)
OC Trait v s .  S h o p p in g  M o t iv a t io n s 6 4 8 . 4 3 (2 7 df) 8 3 . 4 6 ( 2 6 df)
OC Trait v s .  C o m p u ls iv e  B uying 4 6 2 . 6 8 ( 2 0 df) 7 2 . 9 1 ( 1 9 df)
S e l f -E s te e m  v s .  Parental In f lu en ce 3 9 6 . 9 2 (6 5 df) 2 6 6 . 4 5 ( 6 4 df)
S e l f -E s te e m  v s .  A n x ie ty 8 7 1 . 8 2 ( 9 0 df) 3 5 8 . 1 1 ( 8 9 df)
S e l f -E s te e m  v s .  Im p u ls ive  B eh av ior 5 3 8 . 9 7 (7 7 df) 3 0 6 . 2 0 ( 7 6 df)
S e l f -E s te e m  v s .  S h o p p in g  
M o tiv a t io n s 1 2 0 2 . 8 4 ( 9 0 df) 3 5 6 . 0 7 ( 8 9 df)
S e l f -E s te e m  v s .  C o m p u ls iv e  B uying 7 1 0 . 4 6 ( 7 7 df) 2 7 8 . 1 1 ( 7 6 df)
( tab le  cc
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C o n s tr u c ts X 2 O n e  Factor X 2 T w o  Factor
Parental In f luen ce  v s .  A n x ie ty 2 2 8 . 7 0  ( 2 0  df) 9 8 . 7 7  ( 1 9  df)
Parental In f luence  v s .  Im pulsive  
Behavior 1 7 7 . 1 3  ( 1 4  df) 3 9 . 0 1  ( 1 3  df)
Parental In f luence  v s .  S h o p p in g  
M o tiv a t io n s 1 7 4 . 6 1  ( 2 0  df) 5 8 . 4 3  ( 1 9  df)
Parental In f luence  v s .  C o m p u ls iv e  
Buying 1 3 5 . 4 4  ( 1 4  df) 3 7 . 9 7  ( 1 3  df)
A n x ie ty  v s .  Im puls ive  Buying 3 5 1 . 7 4  ( 2 7  df) 1 2 8 . 9 8  ( 2 6  df)
A n x ie ty  v s .  S h o p p in g  M o t iv a t io n s 9 5 8 . 3 3  ( 3 5  df) 1 5 0 . 8 8  ( 3 4  df)
A n x ie ty  v s .  C o m p u ls iv e  Buying 5 2 2 . 6 5  ( 2 7  df) 1 2 2 . 7 6  ( 2 6  df)
Im p uls ive  Buying  v s .  S h o p p in g  
M o tiv a t io n s 2 4 3 . 1 0  ( 2 7  df) 1 0 7 . 7 0  ( 2 6  df)
Im p u ls ive  Buying v s .  C o m p u ls iv e  
Buying 1 8 3 . 8 6  ( 2 0  df) 5 1 . 0 4  ( 1 9  df)
S h o p p in g  M o t iv a t io n s  v s .  
C o m p u ls iv e  Buying 3 6 2 . 4 6  ( 2 7  df) 1 8 3 . 7 4  ( 2 6  df)
C o n s tr u c ts GFI (AGFI) O n e  Factor GFI (AGFI) T w o  Factor
OC Trait v s .  S e l f -E s te em . 7 8 2  . 7 0 2 . 8 4 9  .7 9 1
OC Trait v s .  Parental In f lu en ce . 8 4 6  . 6 9 2 . 9 4 5  .8 8 1
OC Trait v s .  A n x ie ty . 7 0 4  . 5 0 6 . 8 8 4  . 8 0 0
OC Trait v s .  Im pulsive  B ehavior . 7 7 8  . 6 0 0 . 9 4 6  . 8 9 7
OC Trait v s .  S h o p p in g  M o t iv a t io n s . 6 6 8  . 4 4 7 . 9 4 9  . 9 1 2
OC Trait v s .  C o m p u ls iv e  Buying . 6 9 5  . 4 5 1 . 9 4 7  . 9 0 0
S e l f -E s te e m  v s .  Parental In f lu en ce . 8 1 2  . 7 3 6 . 8 6 7  .8 1 1
S e l f -E s te e m  v s .  A n x ie ty . 6 3 2  . 5 0 9 . 8 5 4  . 8 0 2
S e l f -E s te e m  v s .  Im puls ive  B eh av ior . 7 7 2  . 6 8 9 . 8 5 2  . 7 9 6
S e l f -E s te e m  v s .  S h o p p in g  
M o tiv a t io n s . 5 9 5  . 4 6 0 . 8 5 2  .8 0 1
S e l f -E s te e m  v s .  C o m p u ls iv e  B uying . 7 1 7  . 6 1 4 .8 7 1  . 8 2 2
Parental Influence v s .  A n x ie ty . 8 4 0  .7 1 1 . 9 2 7  .8 6 1
(table con'd)
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C o n s t r u c t s  GFI (AGFI) O n e  Factor GFI (AGFI) T w o  Factor
P arenta l In f lu en ce  v s .  Im pulsive  
B eh av io r . 8 4 4 . 6 8 7 . 9 6 4 . 9 2 2
Parenta l In f lu en ce  v s .  S h o p p in g  
M o t iv a t io n s . 8 7 3 . 7 7 2 . 9 5 8 .9 2 1
Paren ta l In f lu e n c e  v s .  C o m p u ls iv e  
B u yin g . 8 7 7 . 7 5 3 . 9 6 9 . 9 3 3
A n x ie t y  v s .  Im p u ls ive  Buying . 7 7 8 . 6 2 9 . 9 1 4 .8 5 1
A n x ie t y  v s .  S h o p p in g  M o t iv a t io n s . 5 5 3 . 2 9 7 . 9 1 3 . 8 6 0
A n x ie t y  v s .  C o m p u ls iv e  Buying .7 0 1 . 5 0 2 . 9 2 0 .8 6 1
Im p u ls iv e  B u yin g  v s .  S h o p p in g  
M o tiv a t io n s .8 4 1 . 7 3 5 . 9 3 3 . 8 8 4
Im p u ls iv e  B u ying  v s .  C o m p u ls iv e  
B uyin g . 8 5 9 . 7 4 6 .9 6 1 . 9 2 6
S h o p p in g  M o t iv a t io n s  v s .  
C o m p u ls iv e  B uying .7 6 1 . 6 0 2 . 8 7 8 . 7 8 9
Summ ary .  In following the  approach  advoca ted  by Anderson and  
Gerbing (1988) ,  the  m easu rem en t  model w a s  estimated using a seven  
correla ted first-order factor model. This allowed for all of the  loadings and 
phi relationships to be freely es timated.  For the  most part, internal 
c ons is tency  and  discriminant validity am ong  the  constructs  in the  
m e as u re m e n t  model w as  supported .  In the  next section,  relationships 
am ong  co n s t ru c t s  in the  proposed structural  model are estimated using the  
LISREL VII program.
TABLE 4.31
CONFIRMATORY FACTOR ANALYSIS: PHI ESTIMATES
PRETEST STUDY 
MEASUREMENT MODEL
C o m p u ls iv e
B uying
Im pulsive
B ehavior
S h o p p in g
M o tiv a t io n s A n x ie ty
OC
Trait S e l f -E s te e m
Parental
Inf luence
C o m p u ls iv e
Buying 1 . 0 0 0
Im pulsive
B ehavior . 5 5 7 1 . 0 0 0
S h o p p in g
M o tiv a t ion s . 7 2 7 . 5 2 3 1 . 0 0 0
A n x ie ty . 4 3 5 . 2 4 7 . 2 7 0 1 . 0 0 0
OC Trait . 4 3 4 . 1 5 0 .2 0 1 . 5 7 8 1 . 0 0 0
S e lf -E s te e m - . 3 5 8 - . 2 0 7 - . 1 6 0 - .5 8 1 - .7 3 1 1 . 0 0 0
Parental
Inf luence . 5 2 2 . 2 5 2 . 4 1 3 . 3 1 5 .3 5 1 - . 2 8 3 1 . 0 0 0
TABLE 4.32
CONFIRMATORY FACTOR ANALYSIS: PHI2 ESTIMATES
PRETEST STUDY 
MEASUREMENT MODEL
C o m p u ls iv e
Behavior
Im p uls ive
Behavior
S h o p p in g
M o tiva t io n s A n x ie ty
OC
Trait S e l f -E s te e m
Parental
Inf luence
C o m p u ls iv e
Buying 1 . 0 0 0
Im pulsive
Buying . 3 1 0 1 . 0 0 0
S h o p p in g
M o tiv a t io n s . 5 2 9 . 2 7 4 1 . 0 0 0
A n x ie ty . 1 8 9 .0 6 1 . 0 7 3 1 . 0 0 0
OC Trait . 1 8 8 . 0 2 3 . 0 4 0 . 3 3 4 1 . 0 0 0
S e l f -E s te e m . 1 2 8 . 0 4 3 . 0 2 6 . 3 3 8 . 5 3 4 1 . 0 0 0
Parental
In f lu en ce . 2 7 2 . 0 6 4 .1 7 1 . 0 9 9 . 1 2 3 . 0 8 0 1 . 0 0 0
TABLE 4.33
CONFIRMATORY FACTOR ANALYSIS: AVERAGE VARIANCE EXTRACTED
PRETEST STUDY 
MEASUREMENT MODEL
C o m p u ls iv e
Behavior
Im pulsive
B ehavior
S h o p p in g
M o tiv a t io n s A n x ie ty
OC
Trait S e l f -E s te e m
Parental
In f lu ence
C o m p u ls iv e
Buying 1 . 0 0 0
Im pulsive
B ehavior . 4 8 5 1 . 0 0 0
S h o p p in g
M o tiv a t io n s . 5 8 9 . 6 9 8 1 . 0 0 0
A n x ie ty . 6 0 3 . 5 3 2 .6 2 1 1 . 0 0 0
OC Trait . 5 8 4 . 5 0 4 . 6 0 5 . 6 2 0 1 . 0 0 0
S e l f -E s te e m . 4 5 5 . 4 0 9 . 4 7 7 . 4 8 5 . 4 6 6 1 . 0 0 0
Parental
In f lu en ce . 5 0 3 .4 1 1 . 5 3 7 . 5 5 3 . 5 2 4 . 4 1 3 1 . 0 0 0
1 7 7
Structural  Model Procedures  and Evaluation
Figure 4 .1 4  shows  the  te s ted  structural  model.  In the  next tw o  
sec tions ,  several objectives are set . First, the  overall fit stat ist ics  for the  
entire model are given and d iscussed . Next, the  internal s t ruc ture  is 
examined for significant pa th  coefficients and explained var iance es t imates .  
Finally, a discussion of the  results  is presented .
Relationships among cons t ruc ts  were  also a s s e s s ed  via LISREL VII 
(Joreskog and Sorbom 1989). A covar iance matrix w a s  used to  es t imate  
th e  fit of the  model and the  individual pa th  significance. As the  
m easu rem en t  model was  found to be sat isfac tory,  only the  structural  
model w as  tes ted  using procedures  sug g es ted  by Kenny (1979) and 
Jo reskog  and Sorbom (1989).  These  procedures  incorporate the  impact of 
random m easurem ent  error on path  es t im ates  by fixing the  m e asu re m e n t  
loading for each construct  at  the  square  root of its coefficient alpha 
reliability, and error variance at one minus alpha multiplied by the  variance  
of the  construct .
Model Fit. Several measures  of fit were  used to de termine the  
suitability of the  hypothesized theoretical  model.  First, the  overall x 2 
G oodness  of Fit statistic w a s  1 6 .20  with 6 deg rees  of freedom. The GFI, 
AGFI, CFI, and TLI for the structural model w ere  .986 ,  .934 ,  .986 ,  and 
.950 ,  respectively. All indices m eet  criteria se t  forth in the  literature.
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Internal S tructure .  Though the  indices are generally acceptable ,  they 
do not a s s e s s  every a sp ec t  of a model ' s  appropr ia teness  to data .  This is 
particularly t rue  with models with a few deg rees  of freedom (Mulaik e t  al.
1989) .  As such ,  significant path es timates  m u s t  also be used  to evaluate  
the  structural  model.  As presented in Figure 4 .1 4 ,  nine of the  twelve  paths  
w ere  found to  be significant at  the  .05 level. Summarily,  the  number of 
significant pa ths  and the  generally favorable fit indices sugges t  the  
theoretical  model fits the  da ta  well. These  relationships are reported in 
Table 4 .34 .
Another  criterion for the  internal s truc tu re  is to examine the  am ount  
of variance  explained in the  endogenous  cons t ruc ts .  The results  indicate 
the  am oun t  of variance explained by the  structural  model in the  
e n d o g en o u s  cons t ruc ts  is .419  (anxiety), .3 4 2  (impulsive behavior),  .212  
(shopping motivations),  and .692  (compulsive buying). This last est imate  
is well received, as  the  goal of the  dissertation is to determine the  
a n tec e d en ts  of compulsive buying. These  results  should not, however,  be 
overs ta ted ,  a s  this is based  on an empirically derived theoretical  model 
using cross-sect ional data.
Summ ary .  Despite the  apparent lack of discriminant validity 
b e tw een  the  OC trait and self -esteem on one  t e s t  for discriminant validity, 
there  s e e m s  to  be enough evidence to suppor t  the  proposed structural flow 
of the  model. The fit indices reported indicate a st rong fit of the theoretical  
model to the  da ta .  The internal struc ture appea rs  to be strong, with nine 
of the  tw e lve  proposed pa ths  reaching significance. Based upon the 
evidence  p resen ted ,  this model was  tes ted  in the  final study.
1 8 0
TABLE 4.34  
INTERNAL STRUCTURE 
PRETEST STUDY 
THEORETICAL MODEL
Path E stim ate t-v a lu e SE S ig .
OC -» A n x ie ty  (yn ) . 2 4 7 2 . 3 9 6 . 1 7 4 y e s
OC -» Im pu ls ive  
Behavior  (y21) - . 0 4 3 - . 5 2 0 . 0 9 5 no
S e l f -E s te e m  -► A n x ie ty  
(Kl2> - . 3 9 4 - 4 . 0 2 9 . 0 8 1 y e s
In f lu en ce  -» A n x ie ty  
(Kis)
. 0 9 5 1 . 4 5 2 . 0 6 2 no
In f lu en ce  -* S h o p p in g  
M ot. (y33) . 3 9 4 5 . 4 1 4 . 1 3 7 y e s
In f lu en ce  -* C o m p u ls iv e  
Buying  (y43) . 2 6 4 4 . 2 2 7 . 0 8 6 y e s
A n x ie ty  -* Im pu ls ive  
B ehavior  (/?21) . 0 7 6 . 9 2 6 . 0 5 6 no
A n x ie ty  -» S h o p p in g  
M o t. (031) . 1 4 5 2 . 2 7 7 . 1 2 6 y e s
A n x ie ty  -* C o m p u ls iv e  
B uying  (041) . 2 1 9 4 . 4 3 3 . 0 7 2 y e s
Im p u ls ive  B eh av io r  -* 
C o m p u ls iv e  B uying  (yff42) . 2 2 9 3 . 4 3 3 . 1 4 2 y e s
S h o p p in g  M o t.  -* 
Im p uls ive  B eh av ior  (fJ23) .5 7 1 8 . 8 4 1 . 0 2 2 y e s
S h o p p in g  M o t .  -» 
C o m p u ls iv e  B uying  (/?43) . 4 1 9 6 . 9 1 6 . 0 5 0 y e s
CHAPTER 5
STRUCTURAL MODEL AND HYPOTHESIS RESULTS 
FINAL STUDY 
Introduction
Prior to providing the  results of the  analyses  performed on the  final 
s tudy data,  it is necessa ry  to  briefly review the  entire purpose of the  
dissertation.  The primary purpose w as  to propose  and empirically t e s t  a 
model of the  a n tec e d en t s  of compulsive buying. As such , several studies 
were  conducted  to  this end. The objectives assoc ia ted  with the various 
studies were  to provide solid measurement of som e  of the  an teceden ts  of 
compulsive buying sugges ted  by the literature. Repeatedly the  measures  
were  subjected to  rigorous t e s t s  of an exploratory and confirmatory nature. 
In m os t  c ases ,  th e  desired levels of significance or nonsignificance were  
achieved. Pre tes t  da ta  also revealed solid m easures  and s trong empirical 
evidence during the  proposed model of compulsive buying an teceden ts .  In 
this chapter,  the  p rocedures  and results of the  main s tudy te s t  of the  
proposed model of the  an teceden ts  of compulsive buying are reported.
FINAL STUDY PROCEDURES 
The Sample
Similar to the  pretest ,  the  main study w a s  conducted  with a cross- 
sectional research  design.  Several problems with the  pre tes t  sample had 
been identified for the  proposal. In order to overcom e those  problems, 
several ad jus tm en ts  were  made. First, a different mailing list broker w as
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used. For the  main s tudy,  TRW Consumers  Services w a s  se lec ted  a s  the  
vendor .  This com pany  had been identified as  one of the  top  one  hundred 
vendors  of market research  d a tabases  (American Demographics  1995) .  
Median age had been ano ther  problem with the  pre tes t  sample.  For the  
main study, only individuals be tween  the ages  of tw en ty -one  and  fifty-five 
w ere  selected  by the  vendor  for the  samples.  A third problem dealt  with 
gender .  According to Faber (1992),  the  only demographic  variable for 
which significant dif ferences  were found w as  gender  (more females  than 
males  tend to be compuls ive buyers). In the  pre tes t  s tudy,  no limits on 
gender  were  provided. However,  for the  main study, the  vendor  w a s  
reques ted  to provide mailing lists with a sixty-forty split. That  is, each  
mailing list provided by TRW Consumer Services contained sixty percen t  
females  and forty pe rcen t  males. Finally, it w a s  decided to limit the  main 
s tudy  to a five s ta te  area  (Louisiana, Texas, Arkansas ,  Mississippi, and 
Alabama). These five s t a t e s  were selected based on their proximity to 
Louisiana. It w as  th o u g h t  tha t  the  name recognition of Louisiana S ta te  
University would be g rea ter  and would result in a higher re sponse  rate.
Once again, sam ples  were  drawn from several populations.  The first 
population w a s  made up of mail-order buyers. As with the  p re te s t  sample,  
it w a s  felt tha t  mail-order buyers might have a s tronger possibility of 
including more compulsive  buyers.  So tha t  the  final sample  would no t  be 
overloaded with potential compulsive buyers, two other sam ples  were
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selected .  Both of these  groups  were  d rawn from more general populations.  
The second population chosen  for the  s tudy contained credit card users.  
These  people had been identified as users  of credit cards  during the  
previous three months.  Finally, an even  more  general population w a s  used 
to d raw  the  third sample.  Individuals w ho  read a daily n e w sp a p e r  were  
identified as  the  third population.  Each sample  contained one  thousand  
nam es  for a mailout total of three  thousand  individuals.
Data Collection
As in the  pretest ,  individuals in the  samples  were  each  s en t  a cover 
letter, a questionnaire and a bus iness  reply envelope (See Appendix A).
The cover letter described the  s tudy  as part  of a dissertation being 
conducted  at Louisiana Sta te  University, w here  the  objective of the  s tudy 
w a s  to gain a better unders tanding of shopping  behaviors of adult  
Americans.  Complete anonymity w as  guaran teed  for the  re sponden ts .
Out of the three thousand  surveys  which were  mailed, four hundred 
and fifty were  returned, and four hundred and tw en ty  of t h e se  were  
usable, resulting in a response  rate of four teen percent .  While this is a 
fairly low response ,  it w as  an increase  over the  response  rate for the  
pre test .  The primary problem in both studies  appeared to be the  length of 
the  questionnaire.
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Sample Characteristics
As noted  in the  first section, r e sponden ts  for the  main s tudy w ere  
randomly c hosen  by an external agency  which compiled mailing lists. 
Demographic  information about each  sample  is provided in Table 5.1.
There  appear  to be few  differences among the  three samples.  More 
importantly, it w a s  necessa ry  to sh o w  tha t  the  three  samples  did not differ 
on th e  model cons t ruc ts .  Analysis of var iance te s t s  were  done  on all of 
the  m e an s  by sample  group. F-tests and significance levels are reported in 
Table 5 .2 .  Subsequently ,  the  three samples  were  collapsed into one  and 
used  for the  main study.
TABLE 5.1 
DEMOGRAPHIC INFORMATION 
FINAL STUDY
D e m o g r a p h ic
Inform ation
N e w s p a p e r
S a m p le
Credit Card  
S a m p le
Mail Order  
S a m p le
Tota l
S a m p le
M ed ia n  A g e  (years)  
G en d e r
M ale
F em a le
Marital S ta t u s
Married
S in g le
D ivo rced
W id o w e d
E d u cat ion
G ram m ar
S c h o o l
3 9 . 6
2 6 . 6 %
7 1 . 7 %
5 9 . 8 %
2 6 . 8 %
1 2 .5 %
.9 %
0.8%
4 0 . 9
2 7 . 2 %
7 2 . 8 %
8 3 . 0 %  
9 .5 %  
6 . 1 % 
1 .4 %
0 .0%
4 2 . 0 4 0 . 8
2 4 . 5 %  2 6 . 0 %
7 4 . 8 %  7 3 . 2 %
7 3 . 3 %
1 8 .7 %
8 .0 %
0 .0 %
7 3 . 1 %
1 7 . 6 %
8 .6 %
.7 %
0 .0%  1.9%
(table con'd)
1 8 5
D e m o g r a p h ic
Inform ation
N e w s p a p e r  Credit Card Mail Order Total  
S a m p le  S a m p le  S a m p le  S a m p le
S o m e  High  
S c h o o l
H .S .  G rad u a te
S o m e  C o l le g e
C o l le g e
G ra d u a te
P o s t - C o l le g e
D e g r e e
O c c u p a t io n
S tu d e n t
M an u al Labor
P r o fe s s io n a l
Skilled Labor  
(no  m a n u a l  
labor)
Skilled Labor  
(m an ual labor  
in c lu d ed )
Retired
In co m e
U n d er  $ 1 0 , 0 0 0
$ 1 0 , 0 0 0  to  
$ 1 9 , 9 9 9
$ 2 0 , 0 0 0  to  
$ 2 9 , 9 9 9
$ 3 0 , 0 0 0  to  
$ 3 9 , 9 9 9
$ 4 0 , 0 0 0  to  
$ 4 9 , 9 9 9
$ 5 0 , 0 0 0  to  
$ 5 9 , 9 9 9
1 .8 %
1 5 .0 %
2 8 . 3 %
3 8 . 9 %
1 5 .0 %
6 .4 %
1.8%
5 9 . 6 %
2 2 .0 %
1 .8 %
6 .4 %
3 .6 %
4 .6 %
1 4 .6 %
10 .0 %
9 .1 %
1 2 .7 %
2 . 7 %
8 .8 %
2 9 . 9 %
4 2 . 2 %
1 6 . 3 %
5 . 6 %
.7 %
7 1 . 5 %
1 6 . 0 %
2 . 1 %
4 . 2 %
2 . 1 %
3 . 4 %
6 . 9 %
3 . 4 %
9 . 6 %
1 5 .8 %
1 . 3 %  1 .9 %
1 4 . 6 %  1 2 . 7 %
2 7 . 8 %  2 8 . 7 %
3 1 . 8 %  3 7 . 5 %
2 4 . 5 %  1 9 . 0 %
6 . 4 %  6 .1 %
2 . 1 %  1 .5 %
6 8 . 8 %  6 7 . 3 %
1 3 . 5 %  1 6 .8 %
4 . 3 %  2 . 8 %
4 . 3 %  4 . 8 %
2 . 0 %  2 .5 %
5 . 4 %  4 . 5 %
7 . 4 %  9 .2 %
1 2 . 8 %  8 .7 %
6 . 8 %  8 .4 %
1 3 .5 %  1 4 .1 %
(table con'd)
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D em o g ra p h ic
Information
N e w s p a p e r
S a m p le
Credit Card Mail Order Total  
S a m p le__________ S a m p le ________ S a m p le
$ 6 0 , 0 0 0  to  
$ 6 9 , 9 9 9 7 .3 % 7 .5 % 6 . 1 %  6 . 9 %
$ 7 0 , 0 0 0  or 3 4 . 6 % 5 1 . 2 % 4 5 . 3 %  4 4 . 6 %
m ore
MEASUREMENT PROPERTIES
Introduction
Prior to the  tes t ing  of the  m easurem ent  model,  analyses  similar to 
those  performed with the  pre tes t  data  were  repeated  with the  data  from 
the  final study. Once again,  the  parental influence, anxiety reduction 
through shopping motivat ions,  and compulsive buying cons t ruc ts  were  all 
te s ted  with three  models.  The results  were  comparable  to those  found 
with the  pretest .
Overall Measurement Model
As with the  large p re tes t  da ta ,  the  psychometr ic  properties of all of 
the  const ructs  in a corre lated seven first-order fac tor model were  examined 
prior to estimating th e  structural model. Figure 5.1 s h o w s  this model.
Once again, four indices of fit, GFI, AGFi, CFI, and TLI w ere  generated.  
Their values were  .7 97 ,  .763 ,  .851,  and .834, respectively.  ( T h e / 2 
Goodness  of Fit stat ist ic w a s  1 7 3 0 .0 0  with 53 9  deg rees  of freedom.)
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TABLE 5.2 
ANOVA RESULTS 
FINAL STUDY 
MODEL CONSTRUCTS BY SAMPLE GROUP
M od el C o n stru c t S a m p le  1 M ean S a m p le  2 M ean S a m p le  3  M ean F S ta t is t ic s
Probability
Level
O b s e s s iv e -C o m p u ls iv e
Trait 7 . 5 7 4 1 7 . 6 1 6 4 7 . 8 8 0 0 . 2 0 5 5 . 8 1 4 3
S e lf -E ste e m 5 8 . 9 9 0 9 5 8 . 7 7 9 3 5 9 . 3 0 6 1 .1 2 5 1 . 8 8 2 4
Parental Influence 2 1 . 5 1 3 8 2 3 . 8 0 0 0 2 4 . 5 7 6 2 . 3 7 3 5 . 6 8 8 6
A n x ie ty 1 5 . 5 8 9 3 1 5 . 0 8 1 6 1 5 . 0 2 0 1 . 2 7 1 5 . 7 6 2 4
Im pulsive  B ehavior 1 6 . 2 5 2 3 1 5 . 8 7 5 0 1 6 . 4 9 0 1 . 7 0 6 9 . 4 9 3 8
S h o p p in g  M otiv a t ion s 4 3 . 3 0 0 0 4 1 . 4 0 0 0 4 3 . 4 6 2 1 . 8 4 3 3 . 4 3 1 1
C o m p u ls iv e  Buying 3 2 . 6 3 8 1 3 1 . 7 7 4 6 3 2 . 4 1 1 0 . 2 5 8 8 .7 7 2 1
oo
00
TABLE 5.3
CONFIRMATORY FACTOR ANALYSIS: PSYCHOMETRIC PROPERTIES
FINAL STUDY 
MEASUREMENT MODEL
OC
Trait S e lf -E s tee m
Parental
Inf luence A n x ie ty
Im pulsive
B ehavior
S h o p p in g
M otiva t io n s
C o m p u ls iv e
Buying
#  of  
i tem s 4 1 0 3 5 4 5 4
M ean 7 . 6 9 2 5 9 . 0 4 8 2 4 . 3 1 9 1 5 . 2 3 0 1 6 . 2 6 9 4 3 . 0 3 7 3 2 . 4 3 8
Std .
D ev . 4 . 2 8 3 8 . 9 7 8 8 . 3 0 7 6 .5 8 1 4 . 4 8 7 1 4 . 7 6 0 1 0 . 2 3 8
Var. 1 8 . 2 8 3 8 0 . 6 0 9 6 9 . 0 0 8 4 3 . 3 1 4 2 0 . 1 3 0 2 1 7 . 8 4 3 1 0 4 . 8 1 8
a . 8 7 3 . 8 9 8 . 7 1 3 .8 6 1 . 7 2 4 . 8 7 8 .8 1 1
CR . 8 7 3 . 8 9 6 . 7 2 7 . 8 6 4 . 7 1 6 . 8 8 7 . 8 2 9
A v e  V E . 6 3 2 . 4 6 6 . 4 7 9 . 5 6 6 . 3 8 7 . 6 1 5 .5 5 1
189
1 9 0
TABLE 5.4  
CONFIRMATORY FACTOR ANALYSIS: 
STANDARDIZED LOADINGS 
FINAL STUDY 
MEASUREMENT MODEL
I t ems Load ings t - va lues ITC
O b s e s s i v e - C o m p u l s i v e  Trait
"I f requent ly  g e t  nas ty
t h o u g h t s  and hav e  difficulty
get t ing  rid o f  them" . 7 6 0
"I find that  a lm os t  ev er y d ay  I 
am u p s e t  by un p leasant  
t h o u g h t s  tha t  c o m e  to  my  
mind aga in s t  m y  will" . 8 4 5
"I usual l y  h av e  s er ious  d ou b t s
ab o u t  t h e  s imple  ev ery day
th i ng s  I do" . 8 2 6
"Even w h e n  I do  so m e th in g
very  careful ly,  I o f t en  feel
tha t  it is not  quite right" . 7 4 5
Se l f - E s te em
"On the  w h o le ,  I am sa t i sf i ed  
w i th  myse l f" . 7 6 4
"At t i m es ,  I think that  I am no 
g o o d  at all" . 6 6 0
"I fee l  tha t  I have  a number
o f  g o o d  qualities" . 6 4 2
"I am able  to  do th ings  a s
wel l  as  m o s t  o ther  people" . 6 1 3
"I fee l  I do  not  have  m u c h  to 
be proud of" . 6 3 5
"I certainly feel  u s e l e s s  at
t imes"  . 6 2 6
"I fee l  that  I am a person  of
w or t h ,  at  l ea st  on an equal
p lane wi th  others" . 6 4 8
1 7 . 6 6 0
2 0 . 6 5 1
1 9 . 9 3 0
1 7 . 1 5 7
1 8 . 0 1 2
1 4 . 7 4 5
1 4 . 2 3 2
1 3 . 4 3 2
1 4 . 0 2 3
1 3 . 7 8 6
1 4 .4 1 2
. 7 0 2 3
. 7 0 8 3
. 7 5 1 3
. 6 6 5 7
. 7 0 5 6
. 6 4 6 8
. 5 9 4 4
. 5 3 6 6
. 6 2 4 7
. 5 8 8 3
. 6 3 3 0
(table con'd)
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Items______________________________ Loadings______ t-values
"I w i s h  I co u l d  h av e  more
r e s p e c t  for mys e l f"  . 711  1 6 . 2 8 2
"All in all, I am incl ined to  feel
that  I am a failure" . 6 9 6  1 5 . 8 1 2
"I take  a po s i t i v e  a tt i tude
to w a rd  mys e l f"  . 8 0 3  1 9 . 3 6 5
Parental  Inf luence
Cop ied Parental  Behavior  . 7 3 6  1 4 . 2 1 8
Gifts a s  C o m p e n s a t i o n  . 801  1 5 . 3 9 2
Parental  N e g l e c t  . 5 0 5  9 . 7 3 3
A nx ie ty
"I feel  a n x io u s  at  soc ial
gather ings"  . 5 9 5  1 2 . 9 9 6
"I am usual ly n er v o u s  with  
p eo p le  u n l e s s  I k n o w  th em
well" . 6 5 9  1 4 . 7 7 1
"I o f t en  fee l  n e r v o u s  or
t en se "  . 9 2 5  2 4 . 1 9 9
"In general ,  I am a n er v ou s
person"  . 8 6 6  2 1 . 7 4 2
"I o f t en  f ind it hard to  relax" . 6 6 2  1 4 . 8 8 7
Impuls ive  Behav ior
"Even w h e n  I s e e  s o m e t h i n g  I 
really like, I do  no t  buy  it 
u n le s s  it is a p lanned
purchase"  . 5 8 0  1 1 . 2 9 6
"When  I g o  sh o p p i n g ,  I buy  
th ings  I had no t  in t ended  to
purchase"  . 6 1 8  1 2 . 1 6 9
"I avo id  buy ing  th in g s  that
are not  on m y  s h o p p i n g  list" . 6 3 2  1 2 . 4 8 3
"It is fun to  buy
sp o n t a n e o u s ly "  . 6 5 6  1 3 . 0 2 8
ITC
. 6 7 5 1
. 6 4 4 9
. 7 4 8 2
. 5 7 9 7
. 6 0 5 7
. 4 3 6 2
. 6 3 7 1
. 7 0 5 1
. 7 9 4 0
. 7 3 0 1
. 5 2 7 7
. 5 0 2 2
. 4 9 6 4
. 5 4 8 8
. 5 0 1 6  
( t able  con 'd )
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I t ems Load ings t-values ITC
A n x ie tv  Reduc t ion  a s a 
S h o p p in q  Mot iva t ion  (ARSM)
Recreat ion .8 8 1 2 2 . 3 4 3 . 8 1 0 6
Sel f -Grat if icat i on .8 1 1 1 9 . 6 6 9 . 7 1 4 8
Pres t i ge . 6 0 3 1 3 . 1 4 8 . 5 4 6 6
Variety . 7 5 1 1 7 . 5 6 1 . 6 9 7 5
Divers ion . 8 4 7 2 0 . 9 9 1 . 7 9 8 8
C o m p u l s i v e  Buvina Behavior
Faber and O'Guinn  Sc reener . 6 4 4 1 3 . 9 8 6 . 5 5 0 3
T e n d e n c y  to  S p en d . 8 2 9 1 9 . 7 4 6 . 7 2 6 9
R ea c t i v e  Urge  to  Buy . 8 2 5 1 9 . 6 0 4 . 6 5 3 4
P o s t  P u rc h a se  Guilt . 6 4 9 1 4 . 1 3 8 . 5 7 4 0
Internal Consistency. The internal consis tency estimates of 
com pos i te  reliability, coefficient alpha,  and average variance ex trac ted  are 
sh o w n  in Table 5.3.  For the  seven  cons t ruc ts  the reliability es t imates  
range from .716  to .896. The var iance extracted est imates (VE), the  
am o u n t  of variance captured by a co n s t ru c t ' s  measure relative to random 
m e asu re m e n t  error, ranged from .387  to .633 . Of the seven co ns t ruc ts  
p resen ted ,  three  scales fell below the  preferred .50 cutoff (self-esteem, 
parental  influence, and impulsive behavior).  The loadings for the  specific 
scale  i tems, presented  in Table 5 .4 ,  all fell be tween the .50 to .90  range 
and  had t-values tha t  were significant.
Discriminant Validity. As d iscussed  in Chapter Three, several t e s t s  
for discriminant validity were  performed. Results of the first test ,  one- 
fac tor ve rsus  two-fac tor models,  are reported in Table 5.5. For each  case ,  
the  fit of the  two-fac tor model w a s  significantly better than the fit of the
1 9 3
one-factor model.  The second  te s t  for discriminant validity used the
confidence intervals around each of these  (p e s t imates .  Once again, using
the procedures  described in Chapters Three and Four, discriminant validity
was  achieved in tha t  the  confidence  intervals did not include "1". Finally,
the third t e s t  for discriminant validity compared the  average variance
extracted for a pair of cons t ruc ts  to the  <p2 est imate .  The results  for the
latter te s t  are repor ted in Table 5.6,  5.7, and 5.8.  For all pairs of
const ructs ,  the  t e s t s  for discriminant validity were  satisfied.
TABLE 5.5
ONE-FACTOR VERSUS TWO-FACTOR MODELS 
FINAL STUDY 
MEASUREMENT MODEL
C o n s t r u c t s ________________________________ x2 One  Factor_____________ x2 T w o  Factor
OC Trait v s .  S e l f -E s te e m 9 0 7 . 4 7 (7 7 df) 5 3 7 . 6 5 (7 6 df)
OC Trait v s .  Parental  Inf luence 3 2 1 . 3 1 ( 1 4 df) 9 4 . 2 7 (1 3 df)
OC Trait v s .  A n x ie ty 8 6 5 . 0 6 ( 2 7 df) 4 1 7 . 9 7 (2 6 df)
OC Trait v s .  Impuls ive  Behav ior 4 2 7 . 5 3 ( 2 0 df) 1 4 1 . 5 1 (1 9 df)
OC Trait v s .  S h o p p in g  Mot i va t ion s 9 5 7 . 6 6 (2 7 df) 1 9 4 . 9 9 (2 6 df)
OC Trait v s .  C o m p u l s i v e  Buying 5 9 9 . 8 7 ( 2 0 df) 1 1 9 . 1 7 (1 9 df)
Se l f -E s te em v s .  Parental  Inf luence 6 1 0 . 0 5 (65 df) 3 6 2 . 4 3 ( 6 4 df)
Se l f -E s te em v s .  A n x ie ty 1 1 5 8 . 4 5 ( 9 0 df) 6 8 1 . 0 3 (8 9 df)
S e l f -E s te em  vs .  Impul s ive  Behav ior 7 3 5 . 6 4 (7 7 df) 4 4 0 . 2 7 (7 6 df)
S e l f -E s te em  v s .  S h o p p in g  
Motivat ions 1 5 2 3 . 7 6 (9 0 df) 4 6 8 . 3 9 (89 df)
Se l f -Es tee m v s .  C o m p u l s i v e  Buying 9 3 6 . 2 1 (7 7 df) 3 9 7 . 1 8 (76 df)
Parental  Inf luence  v s .  A nx i e ty 5 5 1 . 4 8 ( 2 0 df) 3 0 4 . 2 5 (19 df)
Parental  Inf luence  v s .  Impul sive  
Behavior 2 9 3 . 3 3 ( 1 4 df) 5 2 . 9 2 (13 df)
Parental Inf luence  v s .  S h o p p in g  
Mot iva t ions 3 2 1 . 9 7 ( 2 0 df) 8 8 . 2 0 (1 9 df)
(table con'd)
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C o n s t ru c t s X2 On e  Factor X 2 T w o  Factor
Parental  Inf luence v s .  Com pu l s ive  
Buying 2 5 3 . 8 7  ( 1 4  df) 3 1 . 5 3  ( 1 3  df)
A n x ie ty  v s .  Impuls ive  Buying 6 3 4 . 1 0  ( 2 7  df) 3 5 1 . 4 7  ( 2 6  df)
A n x ie ty  v s .  S ho pp ing  Motivat ions 1 4 4 8 . 0 7  (3 5  df) 4 1 1 . 7 2  ( 3 4  df)
A n x ie ty  v s .  C om p ul s i ve  Buying 8 9 1 . 1 1  ( 2 7  df) 3 4 1 . 2 8  ( 2 6  df)
Impul s ive  Buying v s .  Sh opp ing  
Mot i va t ion s 3 0 1 . 1 9  (2 7  df) 1 3 5 . 4 7  ( 2 6  df)
Impul s ive  Buying v s .  Comp ul s ive  
Buying 2 4 9 . 9 6  ( 2 0  df) 1 0 3 . 9 9  ( 1 9  df)
S h o p p in g  Mot iva t ions  v s .  
C o m p u l s iv e  Buying 4 3 9 . 6 9  ( 2 7  df) 1 8 0 . 8 7  ( 2 6  df)
C o n s t r u c t s
GFI (AGFI) 
One- Fac tor
GFI (AGFI) 
T w o  Factor
OC Trait v s .  Se l f -E s te em
OC Trait v s .  Parental  Inf luence
OC Trait v s .  Anx ie ty
OC Trait v s .  Impuls ive  Behavior
OC Trait v s .  Sh op p i ng  Mot iva t ions
OC Trait v s .  C om p u l s iv e  Buying
S e l f -E s t e em  vs .  Parental  Inf luence
S e l f -E s t e em  vs .  Anx ie ty
S e l f -E s t e em  v s .  Impuls ive  Behavior
S e l f -E s t e em  v s .  Sh opp ing  
Mot i va t ion s
S e l f -E s t ee m  v s .  C om p u l s ive  Buying
Parental  Inf luence v s .  Anx ie ty
Parental  Inf luence v s .  Impulsive  
Behavior
Parental  Inf luence v s .  Sh opp ing  
Mot i va t ion s
. 7 2 4  . 6 2 4
. 8 1 8  . 6 3 6
. 6 6 2  . 4 3 7
. 7 7 7  . 5 9 9
. 6 1 3  . 3 5 4
. 6 9 6  . 4 5 3
. 7 9 2  . 7 0 9
. 6 9 4  . 5 9 2
. 7 6 3  . 6 7 7
. 6 1 2
. 7 2 2
. 7 6 6
. 8 2 3
.8 3 2
. 4 8 3
.6 2 1
. 5 7 9
. 6 4 5
.6 9 8
. 8 1 9  . 7 5 0
. 9 3 9  . 8 6 9
. 8 3 0  . 7 0 6
. 9 2 1  . 8 5 1
. 9 0 2  . 8 0 3
. 9 3 0  . 8 6 8
. 8 5 7  . 7 9 7
. 8 0 8  . 7 4 1
. 8 3 5  . 7 7 3
. 8 4 8  . 7 9 5
. 8 5 5  . 8 0 0
. 8 6 7  . 7 4 7
. 9 6 4  . 9 2 2
. 9 5 0  . 9 0 6
(table con'd)
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GFI (AGFI) GFI (AGFI)
C on s t ru c t s  One -Fac tor  T w o  Factor
Parental  In f luence  v s .  C o m p ul s i ve  
Buying . 8 4 6 . 6 9 2 . 9 7 9 . 9 5 5
A nx ie ty  v s .  Impuls ive  Buying . 7 4 8 . 5 8 0 . 8 6 1 . 7 5 9
An x ie ty  v s .  S h o p p in g  Mot iva t ions . 541 . 2 7 9 . 8 5 6 . 7 6 6
An x ie ty  v s .  C o m p u l s iv e  Buying . 6 6 6 . 4 4 3 . 8 6 7 . 7 6 9
Impuls ive  Buying  v s .  Sh op p in g  
Motiva t ions . 851 . 7 5 2 .9 3 1 .8 8 1
Impuls ive  Buying  v s .  Com pu l s ive  
Buying . 8 5 9 . 7 4 6 . 9 3 9 . 8 8 4
S h op p in g  Mot i va t io ns  v s .  
C o m p ul s iv e  Buying . 7 7 5 . 6 2 5 .9 1 1 . 8 4 6
Summary. Following the two-s tage  approach  recom m ended  by 
Anderson and Gerbing (1988),  the  m easu rem en t  model for the  final s tudy 
w a s  first est imated using a seven correlated first-order factor model.  In 
each case ,  s trong psychometric properties were  found for the  m easu res  
and scales.  In the  next  section, the  structural  model hypothesized in 
Chapter Two and te s ted  in Chapter Four with p re te s t  da ta  w a s  es timated.  
Structural  Model Procedures  and Evaluation
Figure 5 .2  sh o w s  the tested  structural model. Once again,  several 
objectives were  set . First, the  overall fit stat ist ics  for the  entire model are 
given and d iscussed .  Next, the internal s truc ture  is examined for 
significant path coefficients and R2. Finally, a d iscussion of the  results  is 
presented.
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TABLE 5.6
CONFIRMATORY FACTOR ANALYSIS: PHI ESTIMATES
FINAL STUDY 
MEASUREMENT MODEL
C om p u l s iv e
Buying
Impuls ive
Behavior
Shop p in g
Motiva t ions A n x i e t y
OC
Trait S e l f -E s te em
Parental
Inf luence
Comp ul s ive
Buying 1 . 0 0 0
Impuls ive
Behavior . 6 0 6 1 . 0 0 0
Shop p in g
Motivat ions . 6 9 3 .5 7 1 1 . 0 0 0
Anx ie ty . 3 6 6 . 1 7 7 . 2 6 7 1 . 0 0 0
OC Trait . 4 5 2 . 1 3 7 . 2 7 9 . 6 1 2 1 . 0 0 0
Se l f -E s te em - . 3 5 6 - . 0 9 1 - . 2 3 7 - . 6 6 5 - . 6 7 3 1 . 0 0 0
Parental
Inf luence . 3 8 2 . 2 7 0 . 3 4 8 . 2 0 6 . 3 2 7 - . 1 6 7 1 . 0 0 0
TABLE 5.7
CONFIRMATORY FACTOR ANALYSIS: PHI2 ESTIMATES
FINAL STUDY 
MEASUREMENT MODEL
Comp ul s ive
Buying
Impuls ive
Behavior
Sh op p in g
Mot iva t ions Anx ie ty
OC
Trait S e l f - E s te e m
Parental
Inf luence
Co mpu l s ive
Buying 1 . 0 0 0
Impuls ive
Behavior . 3 6 7 1 . 0 0 0
Sho pp ing
Mot iva t ions . 4 8 0 . 3 2 6 1 . 0 0 0
Anx ie ty . 1 3 4 .0 31 . 071 1 . 0 0 0
OC Trait . 2 0 4 . 0 1 9 . 0 7 8 . 3 7 5 1 . 0 0 0
S e l f -Es teem . 1 2 7 . 0 0 8 . 0 5 6 . 4 4 2 . 4 5 3 1 . 0 0 0
Parental
Inf luence . 1 4 6 . 0 7 3 .1 2 1 . 0 4 2 . 1 0 7 . 0 2 8 1 . 0 0 0
TABLE 5.8
CONFIRMATORY FACTOR ANALYSIS: AVERAGE VARIANCE EXTRACTED
FINAL STUDY 
MEASUREMENT MODEL
Comp ul s ive
Buying
Impuls ive
Behavior
S h op p in g
Mo t iva t ions Anx ie ty
OC
Trait Se l f -E s te em
Parental
Inf luence
C om pu l s ive
Buying 1 . 0 0 0
Impuls ive
Behavior . 4 6 9 1 . 0 0 0
Sho pp ing
Motiva t ions . 5 8 7 . 5 1 4 1 . 0 0 0
An x ie ty . 5 5 9 . 4 8 7 .5 9 1 1 . 0 0 0
OC Trait . 5 9 1 . 5 1 0 . 6 2 3 . 5 9 6 1 . 0 0 0
Se l f - E s te em . 4 9 0 . 4 4 3 . 5 1 6 . 5 3 5 . 5 1 3 1 . 0 0 0
Parental
Inf luence . 5 2 0 . 4 2 6 . 5 6 4 . 5 3 4 . 5 6 7 . 4 6 9 1 . 0 0 0
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Relationships among const ructs  were also a sse ssed  via LISREL VII 
(Joreskog and Sorbom 1989).  Similar to the pretest ,  a covar iance matrix 
w a s  used to est imate  the fit of the  model and the individual path  
significance.  As the  m easurem en t  model was  found to be sat is factory,  
only the  structural  model w as  tes ted  using procedures sug g es ted  by Kenny 
(1979) and Joreskog  and Sorbom (1989).  These procedures  incorporate  
the  impact of random m easurem en t  error on path est imates  by fixing the 
m easu rem en t  loading for each  const ruct  at the square root of its coefficient 
alpha reliability, and error var iance at  one minus alpha multiplied by the  
var iance of the  construct .
Model Fit. Several m easures  of fit were used to de te rmine  the  
suitability of the  hypothesized theoretical model. First, the  o v e r a l l / 2 
G oodness  of Fit stat istic w a s  3 1 .7 4  with 6 degrees  of f reedom. The GFI, 
AGFI, CFI, and TLI for the  structural model were .979, .903 ,  .970 ,  and 
.892 ,  respectively, meeting criteria set  forth in the literature.
Tes ts  of Hypotheses .  As with the pretest  model, the  indices were  
not sufficient to a s s e s s  every a spec t  of a model 's  appropr ia teness  to data .  
This is particularly true with models with a few degrees  of f reedom (Mulaik 
e t  al. 1989).  As such, significant path estimates must also be used  to 
evaluate  the  causal  model.  As presented in Figure 5.2,  nine of the  twelve 
pa ths  were  found to be significant at  the .05 level. Summarily,  the  number 
of significant pa ths  and the  generally favorable fit indices su g g e s t  the  
theoretical  model fits the  da ta  well. These relationships are reported in 
Table 5.9.
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The internal structure of the  theoretical  model w as  examined for the  
am oun t  of variance explained in the  en d o g en o u s  const ructs .  The results  of 
the  model te s ted  showed, once  again,  a fair am ount  of variance w as  
explained in the  outcome const ruct  of compuls ive  buying ( .580). Amounts  
of var iance explained in the other end o g en o u s  const ruc ts  were  .517
(anxiety), .3 3 4  (impulsive behavior), and .152  (shopping motivations).
TABLE 5.9 
INTERNAL STRUCTURE 
FINAL STUDY 
THEORETICAL MODEL
Path
OC -» A n x ie ty  (yn )
OC -» Impuls ive  
Behavior  (y2,)
S e l f -E s te e m  -» 
A n x ie ty  (y12)
Inf luence  -» Anx ie ty
(K,  3>
In f luence  -» 
S h o p p in g  Mot .  (|r33)
In f luence  -» 
C o m p u l s iv e  Buying
(K43>
A n x ie ty  -* Impuls ive  
Behavior  (/?21)
A n x ie ty  -» Sh opp ing  
Mot.  (/?31)
A n x ie ty  -* 
C o m p u l s iv e  Buying  
041 >
Impuls ive  Behavior  
-» C o m p u l s iv e  
Buying  (/?42)
Est imate
. 2 8 2
- . 0 6 4
- . 4 9 9
- . 0 1 7
. 3 0 5
.118
. 0 6 3
. 1 9 3
. 1 6 4
. 2 9 2
t -va lue
4 . 0 2 0
- . 8 5 7
- 7 . 6 1 0
- . 3 2 5
5 . 0 6 5
2 . 1 9 1
. 8 2 6
3 . 5 4 3
3 . 5 1 7
4 . 4 8 5
SE Sig
. 1 0 7  y e s
. 0 7 9
.0 4 1
no
. 0 4 8  y e s
no
. 1 0 7  y e s
. 0 6 6  y e s
. 0 5 2  no
. 1 2 2  y e s
. 0 7 3  y e s
. 1 4 8  y e s
(table con'd)
2 0 2
Path___________________________ Estimate_____________t-value________ SE_______Sig
S h o p p in g  Mot .  -»
Impul sive  Behavior
(/?23) . 5 7 4  1 0 . 0 7 2  . 0 1 7  y e s
S h o p p in g  Mot .  -»
C o m p u l s iv e  Buying
(/?43)________________________________ . 4 4 4 _____________ 6 . 9 1 9 ___________ . 0 4 5 _______y e s
Summary.  The proposed model s h o w s  the  relationships among 
different an tec e d en ts  to compulsive buying sugges ted  by the literature. 
Overall, this model show ed  good fit, s ignificant path est imates,  and high 
explained var iance est imates .  Furthermore,  the  problems of a lack of 
discriminant validity found in the  pre te s t  b e tw een  obsessive-compulsive 
trait and self -esteem were  nonexis ten t in the  final study. An interpretation 
and sum m ary  of the  findings are found in Chapter Six.
CHAPTER SIX 
CONCLUSIONS 
INTERPRETATION OF FINDINGS
As predicted,  several of the an teceden ts  were  very success fu l  in 
explaining compulsive buying behavior. In this sect ion,  each  of the  
hypo theses  is reviewed and comments  about  their performance  are offered.  
Then, relevance of this study to marketing, s tudy limitations, and directions 
for future research,  are offered.
Relationships b e tw een  Exogenous Constructs and Endogenous  Construc ts
Psychological Traits. The first hypothesis s u g g es ted  a positive 
relationship b e tw een  the  obsessive-compulsive trait and anxiety.  The more 
obsessive-compuls ive  an individual was,  the  more likely it w a s  he or she  
would experience increased levels of anxiety. This pa th  w a s  significant. It 
may be tha t  individuals who experience the types  of th o u g h t  p rocesses  
associated with the  obsessive-compulsive trait may worry th a t  the  
thoughts  are inappropriate or disruptive. As anxiety increases,  the  
individual may search for ways  to eliminate the  th o u g h ts  or stressful  
situations associa ted  with the  thoughts .
With the  second  hypothesis,  a relationship b e tw ee n  obsessive- 
compulsive trait and impulsive behavior was  sugges ted .  The basis for this 
hypothesis w as  th a t  an individual who tended to be obsessive-compuls ive  
would react  impulsively. While not significant for ei ther the  pre tes t  or the
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final study, the relationship w a s  found to be negative. Although there  was  
support  for the  hypothesis in the  literature, it may be tha t  individuals with 
higher levels of the  obsessive-compuls ive trait may be so cap tured  by the 
thought  processes  involved tha t  rigidity, rather than impulsivity, is the  
result.
A negative relationship be tw een  self -esteem and anxiety w a s  posited 
with hypothesis three.  Individuals who suffer from lower levels of self­
es teem may feel increased levels of anxiety. The more often the  poor self­
e s teem  individual is faced with si tuations where  he or she feels inadequate ,  
the  more likely it is anxiety will increase.  This hypothesis w a s  suppor ted  
by the data in both the  p re tes t  and the  final study.
Family Environmental/Socialization Factor: Parental Influence.  Three 
hypotheses  were advanced for relationships be tween  parental influence and 
anxiety (y13), shopping mot ivations (y33), and compulsive buying i yA3). 
Hypothesis four indicated th a t  individuals w hose  parents  either used 
material items to eliminate their s t ress  or whose  parents  actually engaged 
in compulsive behavior them se lves  would feel greater levels of anxiety.
This was  not supported in the  t e s t  of the  model. The m os t  likely 
explanation would be due to a lapse in time be tween  their childhood and 
the  present. Although Faber and O'Guinn (1988b) sugges ted  tha t  time 
lapses were not pertinent with respec t  to the  quality of the  r e sponden t ' s
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perception,  it may be tha t  the  anxiety response  was  not resistant to t ime 
c hanges .
The next tw o  hypotheses  (parental influence -» shopping motivations  
and parental influence -» compulsive buying) were  both significant. 
Hypothesis five sugges ted  the greater the  influence of parental behavior,  as 
defined in this study, the  greater the  shopping motivations to relieve 
tens ion.  The est imate  for this direct  path  w as  significant. If the  pa ren t  of 
the  responden t  engaged in shopping and buying behaviors when searching 
for s t ress  relief or diversion, it may be tha t  the  respondent learned tha t  
behavior  and subsequently  engaged in it as well.
It w a s  proposed in hypothesis  six tha t  the  greater the  influence from 
the  parent,  the  greater the  likelihood of the  development of compulsive 
buying. This path w as  only marginally significant. It may be tha t  m o s t  of 
the  impact of parental influence on compulsive buying w as  captured 
through theiparental  influence -» shopping motivations path.
Relationships Among Endogenous  Constructs
Anxiety-Related Hypotheses .  The first hypothesis be tween  anxiety 
and the  other endogenous  const ruc ts  w a s  be tween  anxiety and impulsive 
behavior. Of the  three hypo theses  involving anxiety, this relationship w as  
th e  only one which w as  not significant. It w a s  posited tha t  the  more 
anxious individual would be, the  more likely it would be he or she would 
en g ag e  in some type of impulsive behavior. However,  the results  imply
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tha t  anxious individuals probably choose  som e  other  form of behavior to 
reduce the  anxiety rather than impulsive acts.  Not unlike the  relationship 
be tw een  obsessive-compuls ive  trait and impulsive behavior,  anxious 
individuals may be frozen from acting.
Hypothesis  eight proposed a relationship b e tw een  anxiety and 
shopping motivations and this path est imate  w a s  significant. This result is 
not surprising since the  shopping motivations tend  to be those  which are 
aimed at  reducing tension and anxiety.
Hypothesis nine stated that  anxious individuals would tend to 
becom e compulsive in their buying. Though this pa th  w as  significant, its 
coefficient w a s  low. As the results of the  s u b s e q u e n t  hypo theses  indicate, 
most of the  relationship between anxiety and compuls ive  buying can be 
accoun ted  for through the paths  be tween impulsive behavior and shopping 
mot ivations and compulsive buying. At the  core  of J a c o b s '  General Theory 
of Addictions (1986) is the sense  of anxiety and tension tha t  the  
compulsive behavior is motivated to reduce.  It may be tha t  the  p resence  of 
impulsive behavior and shopping motivations in the  model provides an 
outlet to reduce anxiety.
O utcom e Hypotheses .  Hypothesis ten  is related to the  impact of 
impulsive buying on compulsive buying. As w a s  presented  in Chapter 
Two, compulsive  buyers were often shown to purchase  impulsively.
Though several  differences be tween the tw o  behaviors were  offered, it
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appears  tha t  compuls ive buying definitely has an e lement  of impulsivity in 
it. This is supported  by the  significant path es timate  found in the model.
Finally, tw o  h y p o th e se s  posited relationships b e tw een  shopping 
motivations and impulsive buying and compulsive buying. Hypothesis 
eleven sugges ted  a relationship be tween  shopping motivations and 
impulsive buying. The more often an individual is motivated to go 
shopping, the  more  likely it is he or she would be exposed  to the 
opportunity to purchase .  It may be this opportuni ty is taken impulsively, 
which would be cons is ten t  with both literature on impulse buying (Rook 
and Hoch 1984; Rook 1987; and Hoch and Lowenstein 1991) and the 
literature on compuls ive buying (O'Guinn and Faber 1989).
Finally, a very s trong result w as  found for hypothesis  twelve 
(shopping motivations  -» compulsive buying). The more an individual who 
is compulsive e n g a g e s  in shopping behaviors,  the  more likely it would be he 
or she  would fall into a compulsive buying pattern.
Summary. Nine of the  twelve hypothesized pa ths  were  found to be 
significant. In th o s e  c a s e s  where  significance w a s  not found, much of the  
variance w as  cap tured  by indirect paths.  For the  m os t  part, the  theory as 
tes ted  in the  model appears  to be well represented by the  data.
RELEVANCE TO THE CURRENT STUDY OF MARKETING 
Unlike more  mains tream marketing topics,  the  s tudy of compulsive 
buying behavior d o es  not offer the  manager many answ ers .  However, this
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does  not negate  the  importance of the  topic for consumer behaviorists .
The contributions of this research hint at the importance of purchasing  
behavior to the  psychological  well-being of individuals. In this light, the  
research offers strong suppor t  for better understanding of the  role 
psychological  traits  and family environments  impact later pu rchase  
behavior.
Furthermore,  the  results  raise issues pertaining to public policy such 
as  credit abuse ,  the granting of credit to individuals a t  risk for compulsive 
behavior,  and encouragem en t  by creditors to at-risk individuals by 
increasing credit limits.
LIMITATIONS
Several limitations to the  various studies must be noted.  First, early 
scale  development  efforts were  made using s tudent  samples.  The s trong 
differences in the  average age  of the  respondents  across  sam ples  make it 
difficult to know if the  scale development efforts are biased tow ard  the  
youthfu lness  of the  early samples .  That is, since percept ions of parental  
behavior were  the focus ,  the  age of the  college s tuden ts  may have  m ade  it 
eas ier for the  s tuden ts  to an sw e r  the  s ta tements ,  thus  increasing the  
var iance in the  data.  It would be important to go back to early s tudies  for 
the  development of the  parental  influence scales and explore the 
dimensionali ty of the  sca les  with different groups.
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Second,  early problems with the  m easures  of obsessive-compuls ive 
trait may have impacted the results . As w as  presented in the proposal,  
early efforts to model the  a n teced en ts  included extremely high path 
coefficients be tween  obsessive-compuls ive trait and anxiety,  thus  nearly 
obliterating any chance  of capturing a relationship be tw een  self -es teem and 
anxiety.  This problem was  alleviated in the  pre tes t  and the final s tudy  by 
modifying the  measure  of obsessive-compuls ive trait. Still further 
investigation of these  two cons t ruc ts  is needed.
Third, early a ttempts  to measure  the  compulsive buying cons t ruc t  
w ere  problematic. Two measures  were  available from the literature, but 
with limited empirical support .  As such , results  from earlier s tudies  and the 
qualitative portion of the  dissertation indicate tha t  a combination of the  
Faber and O'Guinn (1992) screener  and the  approach advocated  by 
Valence e t  al. (1988),  provides the  b e s t  s tra tegy. The psychometr ic  
properties of compulsive buying were  increased when the  four d imensions
i
were  used together.
Finally, the s trongest  limitation is the  dear th of compulsive buyers  in 
the  studies.  Ideally, an entire subsample  of either self-reported compuls ive  
buyers  or clinically screened compulsive buyers  would have been desirable. 
Issues pertinent to this limitation lie in tw o  areas.  First, early es t im ates  of 
the  incidence rate of compulsive buying were  nearly five percent of the  
general  population.  Later, Faber and other  colleagues lowered the  est imate
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to a much smaller one  p e rc e n t  (Christianson et  al. 1994).  Finding these  
individuals has  been difficult. It may be tha t  purchasing is so socially 
acceptable  tha t  the  problem is not truly noted,  even with the harsh 
ou tcom es  assoc ia ted  with it. Second, the  absence  of the compulsive 
buyers d o es  not nega te  the  results of the  model te s ts .  The purpose  of the  
model w a s  to look at  potential an teceden ts  to the  development of the  
behavior. This approach w a s  aimed at  understanding those  individuals who 
had a s trong propensi ty to engage  in the  behavior, rather than looking at  
the  ou tcom e  in a d ichotomous manner.
CONTRIBUTIONS
This dissertation made  several contributions to the literature. First, a 
t e s t  of the  structural  relationships among the  various an teceden ts  to 
compulsive buying had not been presented  in the literature previously.
Thus, the  t e s t  of the  theoretical  model here has  shown how the 
an teced en ts  may relate to compulsive buying and each other.
A second  contribution of the  dissertation is made with the 
development  of the  parental  influence scale. Although many had referred 
to the  influence of childhood on the developm ent  of compulsive buying, a 
scale to measure  the  perception of tha t  influence had not been offered.
Finally, through several of the  studies  associated with the 
dissertation,  the  validity of the  Faber and O'Guinn screening scale has  been 
shown. The ongoing qualitative study show ed  tha t  individuals who were
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clinically diagnosed as  compulsive buyers also exceeded  the  cutoff scores  
determined by Faber and O'Guinn (1992).
FUTURE RESEARCH 
As sugges ted  in the  limitations section,  future research could first be 
directed at be tter  unders tanding the dimensionali ty of parental  influence. 
Looking at this cons t ruc t  in the  framework of several  different samples  
could be enlightening. Improving the  m easurem en t  of compulsive buying is 
another  area where  future research is warranted.  The problems 
encountered  with the  diagnostic screener sugges t  studies  to examine the 
m easu re ' s  ability to discriminate be tween compulsive and noncompuls ive  
buyers.
Finally, it w a s  sugges ted  earlier tha t  the  p resence  of shopping 
motivations helped to make the  model specific to compulsive  buying. 
Competing models  could be te s ted  with other "pivotal" cons t ruc ts  and 
other  compulsive/addictive behaviors (i.e., comorbidity issues among 
different types  of compulsive behaviors). One such area  deals  with 
parental  influence. In this study, the  parental influence measure  w as  
aligned very closely with behaviors related to purchasing and shopping. In 
the  literature across  compulsive/addictive behaviors,  dysfunctional parental 
influence is present.  The type of influence, however,  appears  to vary from 
behavior to behavior,  offering future studies for resea rchers  interested in 
compuls ive/addictive behaviors.
SUMMARY
This dissertation proposed  to develop and te s t  a model of the  
an tecedents  of compulsive buying behavior. Multiple studies  were  
completed in this ta sk  to provide accura te  m easurem en t  for the  const ructs  
in the  model. Results indicate th a t  the  model did offer a s trong beginning 
to understanding the  developm ent  of this behavior.
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APPENDIX A 
SURVEY INSTRUMENTS
2 2 4
CONSUMER SURVEY
This s tudy is part  of a research program being conduc ted  by the  
Marketing Department a t  LSU. This questionnaire conta ins  a number of 
s ta t em en ts  and quest ions  pertaining to your buying habits and how 
members  of your familiy have  affected your buying habits. We recognize 
th a t  this survey is lengthy and tha t  many of the  questions  and s ta tem en ts  
are similar and s o m ew h a t  repetitive. However,  we  feel th a t  the  is sues  are 
important and we need your ho n es t  and thoughtful  response  to each and 
every question.  We assure  you th a t  your responses  will be kept strictly 
confidential and a n o n y m o u s , and thank you in advance  for participating.
Rick Netemeyer Leslie Cole
Associa te  Professor Ph.D. Candidate
Please give us the  last 4  digits of your social security number
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QUESTIONNAIRE
L INSTRUCTIONS: Ple ase  circle the  number w h ic h  m o s t  appropriat ely  re p re se n t s  h o w  
y o u  fee l  ab o u t  t h e  s t a t e m e n t .  If you  circle a ONE (1) th e n  y o u  DO NOT AT ALL feel  thi s  
w a y .  A  THREE (3) m e a n s  that  yo u  SOMEWHAT f ee l  thi s  w a y .  A  FIVE (5) m e a n s  tha t  
y o u  EXTREMELY fee l  th is  w a y .
1 . I fee l  worried abo ut  w h e th e r  I am  
regarded  a s  a s u c c e s s  or fai lure ..................
N o t  a t 
all_
1
A  l i t t le
b it
2
S o m e w h a t
3
V e ry
M u c h
4
E x tr e m e ly
5
2 . I am worr i ed  about  w h a t  o ther  p e o p le  
think o f  m e ................................................................ 1 2 3 4 5
3. I fee l  s e l f - c o n s c i o u s  ........................................... 1 2 3 4 5
4 . I fee l  g o o d  abo ut  m y s e l f ...................................... 1 2 3 4 5
5. I feel  c on c e r n e d  abo ut  the  im pres s ion  
I am m a k i n g ........................................................... 1 2 3 4 5
6 . I feel  d i s p l e a se d  wi th  my se l f  ....................... 1 2 3 4 5
7. I am worr i ed  about  looking fo o l i s h ............... 1 2 3 4 5
8. I feel  tha t  o thers  r e sp ec t  and admire  me . 1 2 3 4 5
IL INSTRUCTIONS: Plea se  circle the  number w h ic h  m o s t  appropriat ely  ind i ca te s  h o w  
o f t en  y o u  d o  or fee l  thi s .  If yo u  circle a ONE (1) t h e n  y o u  NEVER fee l  th is  w a y .  A  THREE 
(3)  m e a n s  th a t  y o u  SOMETIMES do this  or fee l  thi s  w a y .  A  FIVE (5) m e a n s  tha t  you  
VERY OFTEN f ee l  thi s  w a y  or do  this.
1 .
2 .
3.
4 .
5 .
6 .
7.
8 .
9.
1 0 .
m a d e  on ly  the  minimum p a y m e n t s  on
m y  credi t  c a r d s ......................................................
fel t  o th er s  wo u ld  be horrified if
t h e y  k n e w  of  m y  sp en d i ng  h a b i t s ..............
o f t e n  buy th ings  s imply  b e c a u s e  t h e y  
are on  s a l e .................................................................
w r o t e  a c h e ck  w h e n  I k n e w  I didn' t  
h av e  e n o u g h  m o n e y  in th e  bank to
c o ve r  i t ........................................................................
ha v e  reached  the  m ax i mu m limit on  at
l ea s t  o n e  o f  my  credit  c a r d s ..........................
b o u g h t  s o m e t h i n g  and w h e n  I g o t  h o m e  
I w a s n ' t  sure  w h y  I had b ou g h t  i t .............
really be l i eve  that  having more  m o n e y
w o u ld  s o l v e  m o s t  of  my  p r o b l e m s ............
b o u g h t  s o m e t h i n g  in order to  m a k e
m y s e l f  fee l  be t t er ..................................................
just  w a n t e d  to  buy th ings  and didn' t
care w h a t  I b o u g h t ..............................................
felt a n x io u s  or n er vo us  on da ys  
I didn' t  g o  s h o p p i n g ............................................
R a re ly S o m e t i m e s O f t e n V e r y  O f t e n
2 3 4 5
2 3 4 5
2 3 4 5
2 3 4 5
2 3 4 5
2 3 4 5
2 3 4 5
2 3 4 5
2 3 4 5
2 3 4 5
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R a re ly  S o m e t i m e s  O f te n  V e r y  O f te n
2 3 4  511 .  I h a v e  fel t  d e p r e s s e d  after sho p p i n g . .  . . 1
12 .  I w e n t  on  a buy ing  b inge  and w a s n ' t
able  t o  s t o p ..................................................................1 2  3  4  5
13 .  I h a v e  b o u g h t  th i n g s  t h o u g h  I
c o u ld n ' t  afford t h e m ..............................................1 2  3  4  5
III.INSTRUCTIONS: P l e a se  read e a c h  s e t  o f  w o r d s  and p la ce  a c h e c k  mark ( / )  on the  line 
w h ic h  indi cates  your  f e e l in g s  a b o u t  sh op p in g .  The  c lo ser  y o u  c h e c k  to ei ther wor d ,  the  
s t ronger  you fee l  tha t  e m o t i o n  t o w a r d  sh o pp in g  e x p e r i e n c es .
1. 
2 .
3.
4.
5.
6 . 
7.
appeal ing
u s e l e s s
unexc i t ing
beneficial
m u n d an e
essen t ia l
boring
_: unappea l ing  
j  u seful  
: exc i t ing  
not  benef icial  
fa sc ina t ing  
n on es s en t ia l  
j  int erest ing
IV. INSTRUCTIONS:  P l e a s e  circle th e  number  wh ic h  m o s t  appropriate ly re pre sen t s  your  
f e e l ings  abo ut  th e  s t a t e m e n t .  If y o u  circle a ONE (1) then  y o u  STRONGLY DISAGREE  
wi th  the  s t a t e m e n t .  A THREE (3)  m e a n s  that  yo u  neither a gr ee  nor do  you  d isagree .  A
FIVE (5) m e a n s  tha t  y o u  STRONGLY AGREE wi th  the  s t a t e m e n t .
S t r o n g ly  S l ig h t ly  
D i s a q r e e  D is a q r e e
1. I on ly  g o  sh o p p i n g  if I need
to  buy  s o m e t h i n g ..................................................1 2
N e u tra l
3
S l ig h t ly
A q r e e
4
S tr o n g ly
A g re e
5
2. I o f t en  g i v e  m y s e l f  a "treat" 
by g o in g  s h o p p i n g ......................................... . . 1 2 3 4 5
3. I o f t en  g o  s h o p p i n g  to  e s c a p e  from  
m y  w o r l d .............................................................. . . 1 2 3 4 5
4. W h e n  I h a v e  had a bad day ,  I find 
tha t  buy ing  s o m e t h i n g  n i ce  for 
m y s e l f  m a k e s  m e  feel  be t t e r .................. . . 1 2 3 4 5
V.  INSTRUCTIONS: P l e a s e  circle th e  number  w h ic h  m o s t  appropriately rep res en t s  your  
fe e l ings  abou t  th e  s t a t e m e n t .  If y o u  circle a ONE (1) th e n  y o u  STRONGLY DISAGREE  
wi th  the  s t a t e m e n t .  A THREE (3) m e a n s  tha t  yo u  neither a gr ee  nor do yo u  d isagree .  A 
FIVE (5) m e a n s  tha t  y o u  STRONGLY AGREE wi th  the  s t a t e m e n t .
S t r o n g ly  S l ig h t ly  S l ig h t ly  S t r o n g ly
D is a g r e e  D i s a g r e e  N e u t r a l  A g r e e  A g re e
1. T he  th i n g s  I o w n  aren 't  all
tha t  important  to  m e ............................................. 1 2  3  4  5
2.  My life w o u ld  be  be tt er  if I o w n e d
certain th in g s  I d o n ' t  h a v e .................................1 2  3  4  5
3.  S o m e  o f  th e  m o s t  impor tant  a c h i e v e m e n t s
in life inc lude  acquiring
material  p o s s e s s i o n s ............................................. 1 2  3  4  5
4 .  I'd be  happier  if I cou ld  afford to
b uy  m o re  t h i n g s ........................................................1 2  3  4  5
5.  I u sual l y  buy  on ly  t h e  th ings  I nee d .  . . .  1 2 3  4  5
2 2 8
6. I admire p e o p le  w h o  o w n  e x p e n s i v e  
h o m e s ,  car s ,  and c l o t h e s .............................
S t r o n g ly
D is a q r e e
. 1
S l ig h t ly
D i s a q r e e
2
N e u tr a l
3
S l ig h t ly
A q r e e
4
S t r o n g ly
A g re e
5
7. Buying th in gs  g i v e s  m e  a lot of  p leasure . 1 2 3 4 5
8. I hav e  all th e  th i n g s  I really 
need  to  en joy  l i fe............................................... . 1 2 3 4 5
9. I d on ' t  p lac e  m u c h  e m p h a s i s  on the  
a m o u n t  o f  material  ob jec t s  pe op le  o w n  
as  a s i gn  o f  s u c c e s s ...........................................1 2 3 4 5
10 . I w o u ld n ' t  be  an y  happier if I o w n e d  
nicer t h i n g s ............................................................ . 1 2 3 4 5
11 . I try to  keep  m y  life s imple ,  as  far as  
p o s s e s s i o n s  are c o n c e r n e d ......................... . 1 2 3 4 5
12 . It s o m e t i m e s  b o th er s  m e  quite  a bit 
tha t  I c an ' t  afford to  buy all the  
th in gs  I'd l ike........................................................ . 1 2 3 4 5
VI. INSTRUCTIONS:  P l e a se  circle th e  number  wh ich  m o s t  appropriat ely  ind i ca t e s  h o w  
o f t e n  y ou  do  or fee l  thi s .  If y o u  circle a ONE (1) then  yo u  NEVER feel  th is  w a y .  A  THREE 
(3)  m e a n s  tha t  yo u  SOMETIMES d o  this  or feel  this  w a y .  A FIVE (5)  m e a n s  tha t  yo u  
VERY OFTEN feel  this  w a y  or d o  thi s .
N e v e r  R a re ly  S o m e t i m e s  O f t e n  V e r y  O f t e n
1.  W h en  I s h o p  w i th  m y  credit  card(s)  I
t end  to  m a k e  un p lanned  pu r ch a se s .  . . 1 2  3  4  5
2 .  I h a ve  re ac h ed  m y  card ' s  credit
limit b e f o r e ............................................................. 1 2  3  4  5
3 .  With a credi t  card,  price is
not  im po r t an t .......................................................  1 2  3  4  5
4 .  If I hav e  an y  m o n e y  left at the  end
of  th e  pay  period,  I just  have
to  s p e n d  i t ..............................................................  1 2  3  4  5
5 .  W h en  I g e t  m y  credi t  card bill I pay
th e  total  a m o u n t  d u e ......................................  1 2  3  4  5
6 .  W h e n  I u s e  m y  credi t  card I hav e  en o u g h
m o n e y  ava il able  in my  bank a c co u n t  to
pay  for t h e  p u r c h a s e s ....................................  1 2  3  4  5
7.  I have  b e e n  to ld tha t  my  current  credit
limit is insu f f i c i en t  w h e n  I tried to
u s e  m y  credi t  card to  pay  my  pu r ch a se s .  1 2  3  4  5
8 .  My parent s  a l l ow  m e  to  u s e  their
credit  c a r d s ............................................................ 1 2  3  4  5
2 2 9
VII. INSTRUCTIONS:  T h e s e  s t a t e m e n t s  relate t o  w h e n  y o u  w e r e  a child and /or  a 
t e e n a g e r  in high s c h oo l .  P l ease  read e a c h  s t a t e m e n t  careful ly  and circle t h e  nu mb er  
w h i c h  m o s t  appropriately indi cates  h o w  o f t en  th i s  h a p p e n e d  to  y ou  w h e n  y o u  w e r e  a 
child or a t e e n ag er .  If you  circle a ONE (1)  t h e n  yo u  NEVER had this  h ap pen  to  y o u .  A  
THREE (3) m e a n s  that  this  SOMETIMES h ap p e n e d  to  yo u .  A FIVE (5) m e a n s  tha t  thi s  
h a p p e n e d  to  y ou  VERY OFTEN.
N e v e r R a re ly S o m e t i m e s O f t e n V e r y  O f t e n
1. My mother  buy s  th in gs  s h e  
d o e s n ' t  n e e d ............................................................  1 2 3 4 5
2. My parents  a lw a y s  f o u g h t  abou t  
my mo ther ' s  sp en d i n g  h a b i t s ........................ 1 2 3 4 5
3. I can ' t  control  my  s p e n d i n g ,  just  
like my  m o t h e r ........................................................  1 2 3 4 5
4 . W he n  I did wel l  in s c h o o l ,  m y  parent s  
bought  me  gif ts  and p r i z e s .............................  1 2 3 4 5
5. My parents  wo u ld  buy  m e  s o m e t h i n g  n e w  
to  s h o w  m e  th ey  l oved  m e ............................. 1 2 3 4 5
6. I liked to  s h o w  my  fr i ends  w h a t  I had  
bou gh t  w h e n  I w e n t  s h o p p i n g  w i th  m y  
parents  or by m y s e l f ...........................................  1 2 3 4 5
7. My mother  wo u ld  hide  th i ng s  s h e  had  
boug ht  so  no o n e  w o u l d  k n o w  h o w  
much  s h e  had s p e n t ............................................  1 2 3 4 5
8. My mother  never  w e n t  on  
shopp ing  s p r e e s .....................................................  1 2 3 4 5
9. My  mother  l ov es  to  sh o p ,  e v e n  if s h e  
can ' t  afford it........................................................... 1 2 3 4 5
10 . I am a lot like my  parent( s)  w h e n  it 
c o m e s  to  sp en d i n g  m o n e y ..............................  1 2 3 4 5
11 . My purchas ing  habi t s  are similar to  
t h o s e  of  my  pa ren t ( s ) .........................................  1 2 3 4 5
12 . My parents  wo u ld  g i ve  m e  their  
credit  cards  to  ma k e  m y  o w n  
p u r c h a s e s ................................................................... 1 2 3 4 5
13 . My parents  t e nd ed  to  su b s t i t u t e  
material th ings  for l ove  and a t t ent ion .  . 1 2 3 4 5
14 . My parents  a l w a y s  w a n t e d  m e  to  
look sp ec ia l / p er f e c t ..............................................  1 2 3 4 5
15 . My parents  w e r e  a l w a y s  m o re  financial ly  
suppor t ive  of  m e  than emo t iona l l y  
suppor t ive  of  m e .................................................... 1 2 3 4 5
N e v e r R a re ly S o m e t i m e s O f t e n V e r y  O f t e n
16 . W hen  I did wel l  in s c h o o l ,  m y  parent s  
bou gh t  m e  t h i n g s ..................................................  1 2 3 4 5
17 . I l ooked  at ca ta lo g s  and tried to  think  
of  w a y s  I could g e t  w h a t  I w a n t e d . .  . . 1 2 3 4 5
18 . I rece ived  an a l l o w a n c e ........................................  1 2 3 4 5
2 3 0
1 9 .  My  mo th er  hid the  credit  card
bills from m y  fa t h er .............................................
2 0 .  My  pa rent s  a l w a y s  argued abo ut
credi t  card bil ls .......................................................
2 1 .  My  mo th er  w o u ld  buy  th ings ,  t ake
t h e m  h o m e ,  and th en  return
th e m  to  t h e  s t o r e ..................................................
2 2 .  W h e n  I w a s  sad ,  s o m e o n e  c l o s e  to  m e
to o k  m e  o u t  for a t r ea t ......................................
2 3 .  My mot he r  never  w a n t e d  a n y o n e  to
k n o w  h o w  m u c h  s h e  s p e n t ............................
2 4 .  W h e n  I w a s  y o u n g e r ,  my  parent(s)
w e r e  a l w a y s  in d e b t ............................................
2 5 .  My family  w a s  very  re spons ibl e
with  their s p e n d i n g ..............................................
2 6 .  I t e n d  to  c o p y  th e  spend i ng
pat t erns  o f  m y  m o t h e r .......................................
2 7 .  W h e n  m y  mot her  fel t  d ep r e s s e d ,
s h e  w e n t  s h o p p i n g ...............................................
2 8 .  My  parent( s)  o f t en  bo ug h t  th i ng s
for no  apparent  r e a s o n ......................................
2 9 .  My parent( s)  a l w a y s  let m e  u s e
their credi t  c a r d s ...................................................
3 0 .  My  parent( s)  a l w a y s  w a n te d  m e  to
h a v e  t h e  th i ng s  t h e y  didn't
h a v e  a s  ch i ldren.....................................................
3 1 .  Buy ing  n e w  th i ngs  m a k e s  m e
feel  c o m p l e t e ...........................................................
3 2 .  My  parent( s)  o f t en  g a v e  m e
gi f t s  a s  a s i gn  o f  a f f ec t i on ..............................
3 3 .  My parent( s)  g a v e  m e  little
a t t en t ion ,  but  a lot of
material  g i f t s ............................................................
3 4 .  My  fr i ends  a l w a y s  s e e m e d  to  h a v e
m or e  ( toys ,  a l l o w a n ce ,  etc . )
than  I d id ....................................................................
3 5 .  A s  a child,  I f an ta s i zed  about
t h e  th in gs  I w a n t e d ..............................................
3 6 .  W ha t  m y  f ri ends th o u g h t  of  my
p u r c h a s e s  w a s  very  important  to  m e .  .
3 7 .  It s e e m s  like m y  parent(s)  could
never  control  their s p e n d i n g ..........................
3 8 .  Even w h e n  s h e  cou ldn ' t  afford it,
m y  m ot he r  w o u ld  sp e n d  to o  m u c h  m o n e y
3 9 .  "When th e  go in g  g e t s  t ou gh ,
t h e  t o u g h  g o  shopping"  is m y  
f ami ly ' s  m o t t o .........................................................
R a re ly  S o m e t i m e s  O f t e n  V e r y  O f t e n
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4 0 . My  fami ly  a l w a y s  had n e w  p o s s e s s i o n s  
w h e n  I w a s  g r o w in g  u p ...................................
N e v e r  
. 1
R a re tv
2
S o m e t i m e s
3
O f te n
4
V e r v  O f te n
5
4 1 . My  mo th er  o f t en  bo ug h t  th ings  s h e  
cou ld  n o t  a f fo rd .................................................... . 1 2 3 4 5
4 2 . My  parent( s)  o f t en  bou gh t  things  
tha t  t h e y  rarely u s e d .........................................., 1 2 3 4 5
4 3 . I s p e n d  m o n e y  just  like my  mother  did.  . 1 2 3 4 5
4 4 . My  mot her  and father w er e  a lw a y s  
l iving b e y o n d  their m e a n s ............................... 1 2 3 4 5
4 5 . If I n e e d e d  s o m e t h i n g ,  my  m o m /d a d  
w o u l d  g i v e  m e  th e  m o n e y  to buy  it 
in s t ead  o f  buying  it for m e ............................., 1 2 3 4 5
4 6 . My  parent( s)  s p e n t  much  of  their t ime  
d o in g  c iv i c or pro fe s s iona l  act i vi t i es .  . ., 1 2 3 4 5
4 7 . My  parent( s)  h a v e  go t t en  m e  just  about  
ev ery th i ng  I ever  w a n t e d ................................ , 1 2 3 4 5
4 8 . I had a difficult  t ime  trying to  c h o o s e  
h o w  to  s p e n d  m y  a l l o w a n c e ......................... , 1 2 3 4 5
4 9 . My  parent( s)  w e r e  a lw a y s  worried  
ab o u t  o v e r s p e n d i n g ............................................ 1 2 3 4 5
5 0 . W h e n  I fe l t  d e p r e s s e d ,  my parent(s)  
b o u g h t  m e  g i f t s  t o  make  m e  feel  better, , 1 2 3 4 5
5 1 . If I w a n t e d  s o m e t h i n g ,  my  parent(s)  
usual ly  b o u g h t  it for m e .................................... 1 2 3 4 5
5 2 . W h e n  s o m e t h i n g  bad ha pp ene d  to  me ,  
s o m e o n e  c l o s e  to  m e  (a parent ,  a gra nd parent ,  
e t c . )  a l w a y s  g a v e  m e  som et h i ng  
n e w ,  s o  I w o u ld  fee l  be t t er ............................  1 2 3 4 5
5 3 . There  are s o m e  th i ng s  that  m y  mother  
jus t  c a n ' t  s t o p  b u y i n g ....................................... , 1 2 3 4 5
54 . W h e n  I w a s  sa d ,  s o m e o n e  c l o s e  to  m e  
t o o k  m e  o u t  for a t r ea t ..................................... 1 2 3 4 5
55 . W h e n  I w a s  y o u n g e r ,  my  mother  u se d  
t o  g o  on  sp e n d i n g  s p r e e s ................................ 1 2 3 4 5
5 6 . My  parent( s)  w e r e  a l w a y s  buying  
th i ng s  th e y  did no t  n e e d .................................., 1 2 3 4 5
5 7 . I a l w a y s  k n e w  m y  parent(s)  wo u ld  
buy  m e  any th ing  I w an te d ,  
e v e n  if t h e y  cou ldn ' t  sp en d  t ime  wi th  me.1 2 3 4 5
5 8 . My  parent( s)  w e r e  very d ev o t ed  
t o  their j o b s ............................................................... 1 2 3 4 5
5 9 . T h o u g h  m y  father  w a s  not  around  
m u c h ,  he  a l w a y s  m a d e  sure  I had  
m o n e y  to  s p e n d .................................................... . 1 2 3 4 5
2 3 2
N e v e r  R a re ly  S o m e t i m e s  O f t e n  V e ry  O f te n
6 0 .  It s e e m s  tha t  m y  m o m  and dad
a l w a y s  had m or e  m o n e y  to  g ive
than true a f f e c t i o n ................................................ 1 2  3  4  5
6 1 .  T h ou g h  m y  parent( s )  w e r e  rarely
suppor t iv e  o f  m e  in an emot iona l  
s e n s e ,  t h e y  b o u g h t  m e  m o s t  of
the  th in gs  I w a n t e d .............................................  1 2  3  4  5
6 2 .  W h e n  m y  m o t h er  w a s  under s t r e s s ,
s h e  w e n t  s h o p p i n g ..............................................  1 2  3  4  5
6 3 .  My  mother  t e n d e d  to  o v e r s p e n d  and
then  worri ed  a b o u t  h o w
to pay  t h e  bi l l s ........................................................  1 2  3  4  5
6 4 .  S o m e t i m e s  m y  mo th e r  w o u ld  s h o p  to
ma k e  herse l f  fee l  b e t t er ....................................  1 2 3  4  5
VIII. INSTRUCTIONS: P l e a se  circ le  th e  number  w h ic h  m o s t  appropriat ely  re p res en t s  your  
f e e l ings  abo ut  th e  s t a t e m e n t .  If y o u  circle a ONE (1) then  yo u  STRONGLY DISAGREE  
wi th  the  s t a t e m e n t .  A  THREE (3)  m e a n s  tha t  y o u  nei ther  a gr ee  nor do y o u  d i s agree .  A 
FIVE (5) m e a n s  tha t  y o u  ST RONGLY AGREE wi th  th e  s t a t e m e n t .
S t r o n g ly  S l ig h t ly
D i s a g r e e  D i s a g r e e
S l ig h t ly  S tr o n g ly
A g r e e  A g re e
1. W h e n  I h a v e  m o n e y ,  I c a n n o t  help but
s p e n d  part or t h e  w h o l e  o f  i t .....................
2 .  I am o f t e n  im pu l s i ve  in m y  buying
be h av io r ...................................................................
3 .  For m e ,  sh o p p i n g  is a w a y  of
fac ing  th e  s t r e s s  o f  m y  daily
life and o f  r e la x in g ............................................
4 .  I s o m e t i m e s  fee l  th a t  s o m e t h in g
ins ide  m e  p u s h e d  m e  to  g o  s h op p in g .
5.  There  are t i m e s  w h e n  I h av e  a s t rong
urge to  buy  (c loth ing,  c o m p a c t  
d i s c s ,  e t c . ) .............................................................
6.  At  t i m es ,  I h a v e  fe l t  s o m e w h a t  gui l ty
after buy ing  a produ c t ,  b e c a u s e  th e  
p u r ch as e  s e e m e d  u n r e a s o n a b l e ...............
7.  There  are s o m e  th i n g s  I buy tha t  I do
not  s h o w  to  a n y b o d y  for fear
o f  being  p er ce iv e d  as  irrational
in my  buy ing  b e h a v io r ....................................
8 .  I o f t en  h a v e  an un exp la inab le  urge,
a s u d d e n  and s p o n t a n e o u s  des i re ,  to  
g o  and buy  s o m e t h i n g  in a s t ore .  . . .
9 .  A s  s o o n  a s  I en ter  a sh o p p i n g  center ,
I h av e  an irresist ible urge to  g o  
into a s h o p  to  b uy  s o m e t h i n g ...................
2
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3
3
3
4
4
4
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2 3 3
S t r o n g ly  S lig h t ly  S l ig h t ly  S t r o n g ly
D is a g re e  D is a g re e  N e u t r a l  A g r e e  A g re e
10 .  I am o n e  o f  t h o s e  p e o p le  w h o  o f t en  re spon ds
to  direct  mail o f f er s  (for ex a m p le ,
b o o k s  or c o m p a c t  d i s c s ) .................................. 1 2  3  4  5
11 .  I h av e  o f t en  b o u g h t  a produ c t  tha t  I
did no t  need ,  w h i l e  k n ow in g
tha t  I had very little m o n e y  l e f t ................... 1 2  3  4  5
IX. INSTRUCTIONS:  P l ease  a n s w e r  e a c h  qu es t i on  by putt ing a circle around  t h e  "TRUE" 
or t h e  "FALSE" fo l l ow ing  th e  q u e s t i o n .  There are no right or w r on g  a n s w e r s ,  and no trick 
q u e s t i o n s .  Work  quickly and do  n o  think t o o  long about  the  e x a c t  mea n i ng  o f  th e  
q u e s t io n .
1. I avoid using  publ i c t e l e p h o n e s  b e c a u s e  of
po s s ib l e  c o n t a m i n a t i o n .............................................................................TRUE FALSE
2.  I f requent ly  g e t  n a s t y  t h o u g h t s  and hav e  difficulty
in ge t t ing  rid o f  t h e m .................................................................................TRUE FALSE
3 .  I am more  c o n c e r n e d  than m o s t  pe op le  about  h o n es t y .  , TRUE FALSE
4 .  I am o f t en  late b e c a u s e  I can ' t  s e e m  to ge t  through
every th ing  on t i m e ...................................................................................... TRUE FALSE
5.  I do n ' t  worry  unduly  ab ou t  contaminat ion  if I
t o u c h  an an ima l .............................................................................................TRUE FALSE
6 .  I f r equent ly  find m y s e l f  worrying  about  s o m e t h i n g  TRUE FALSE
7.  I f requent ly  ha ve  to  c h e c k  th in g s  ( e . g . ,  g a s  or
w at er  taps ,  d o o r s ,  e t c . )  s everal  t i m e s ............................................TRUE FALSE
8 .  I h av e  a very  strict  c o n s c i e n c e ................................................................ TRUE FALSE
9 .  I find tha t  a lm os t  e v e r y d a y  I am u p s e t  by
u n p l eas an t  t h o u g h t s  tha t  c o m e
into m y  mind a g a in s t  m y  wi l l ...............................................................TRUE FALSE
1 0 .  I do  no t  worry  undu ly  if I
acc identa l l y  b u m p  into s o m e b o d y .................................................... TRUE FALSE
11 .  I usual ly  hav e  s e r i o u s  d o u b t s  about
th e  s imple  e v e r y d a y  th in gs  I d o ......................................................... TRUE FALSE
1 2 .  A l m o s t  every  da y  s o m e t h i n g  h a pp en s  to
frighten m e .......................................................................................................TRUE FALSE
13 .  Nei ther  of  m y  pa rent s  w a s  very  strict
during m y  c h i l d h o o d .................................................................................. TRUE FALSE
14 .  I t end  to  g e t  beh ind  in m y  w ork  b e c a u s e
I repea t  th ings  ov er  and ov er  a ga in ................................................. TRUE FALSE
15 .  I u s e  only  an a v e r a g e  a m o u n t  of  s o a p  TRUE FALSE
16 .  S o m e  n um ber s  are ex tr e m e ly  un lu ck y  TRUE FALSE
1 7 .  I do  not  c h e c k  le t ters  ov er  and  over  again
be fore  mailing t h e m ....................................................................................TRUE FALSE
1 8 .  I am certainly lacking in s e l f - c o n f i d e n c e  TRUE FALSE
19 .  I d o  no t  t ake  a long  t ime  to  d r e s s  in the  mor n i ng  TRUE FALSE
2 0 .  I am not  e x c e s s i v e l y  c o n c e r n e d  abo ut  c l e a n l in es s ..................... TRUE FALSE
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2 1 .  On e  of  my  major prob lems  is th a t  I pay
to o  m u ch  at t en t ion  to de ta i l ...................................................................TRUE FALSE
2 2 .  I can  u s e  wel l -kep t  toi lets  w i t h o u t  any  h e s i t a t i o n .......................TRUE FALSE
2 3 .  My major problem is r epea ted  c h e c k i n g ............................................ TRUE FALSE
2 4 .  Even w h e n  I am wi th  peop le  I fee l  l onely
m u c h  of  the  t i m e ........................................................................................... TRUE FALSE
2 5 .  I am not  unduly  c o nc er n ed  a b o u t  g e r m s  and d i s e a s e s .  . . TRUE FALSE
2 6 .  I do not  t end  to  c h e ck  th ings  m o r e  than o n c e .............................. TRUE FALSE
2 7 .  I do not  s t ick to  a very  strict  rout ine  w h e n
doing  ordinary t h i n g s ..................................................................................TRUE FALSE
2 8 .  My hands  do not  fee l  dirty after to u c h i n g  m o n e y .......................TRUE FALSE
2 9 .  I do no t  usual ly  co u n t  w h e n  do ing  a routine  t a s k ....................... TRUE FALSE
3 0 .  Much  of  the  t ime I feel  a s  if I h a v e  d o n e
s o m e th in g  w ro n g  or evi l ........................................................................... TRUE FALSE
3 1 .  I t ake  rather a long t ime  to c o m p l e t e  m y
w a s h in g  in the  m o rn i n g .............................................................................TRUE FALSE
3 2 .  I do not  u s e  a grea t  deal o f  a n t i s e p t i c s .............................................. TRUE FALSE
3 3 .  I s p e n d  a lot of  t ime  e v e ry d ay  ch ec k in g
th ings  over  and over  a ga i n ......................................................................TRUE FALSE
3 4 .  Hanging  and folding my  c lo t h e s  at  night
d o e s  not  take  up a lot o f  t i m e ...............................................................TRUE FALSE
3 5 .  Even w h e n  I do  so m e th i n g  very  careful ly  I
o f t e n  fee l  that  it is not  qu it e  r i gh t ..................................................... TRUE FALSE
X. INSTRUCTIONS:  T h e s e  are s t a t e m e n t s  a b o u t  fami l i es .  You  are to  d e c id e  w h ic h  o f  
t h e s e  s t a t e m e n t s  are true of  your family and w h i c h  are fa l s e .  P l e ase  a n s w e r  e a c h  
q u e s t i o n  by  putt ing a circle around the  "TRUE" or th e  "FALSE" fo l l ow ing  th e  qu e s t i o n .  If 
yo u  think t h e  s t a t e m e n t  is True or m os t ly  True, c ircle "TRUE". If yo u  think th e  s t a t e m e n t  
is F alse  or m o s t l y  False, circle "FALSE". W e  are in t e re s t ed  in h o w  your  family  s e e m s  to
yo u .
1. Family m e m b e r s  really help and su pp or t
o n e  an o t h er .......................................................................................................TRUE FALSE
2 .  Family m e m b e r s  o f t en  keep  their f e e l in g s
to  t h e m s e l v e s .................................................................................................. TRUE FALSE
3 .  W e  f ight a lot in our fami ly ......................................................................... TRUE FALSE
4 .  W e  don ' t  do th ings  on  our o w n  very  o f t en
in our fami ly  TRUE FALSE
5 .  W e  feel  it is important  to  be  t h e  b e s t
at w h a te v e r  you  d o ..................................................................................... TRUE FALSE
6 .  W e  o f t en  talk abo ut  political and soc ia l  p r o b l e m s .......................TRUE FALSE
7 .  W e  sp e n d  m o s t  w e e k e n d s  and  e v e n i n g s  at h o m e ........................ TRUE FALSE
8 .  Family m e m b er s  a t t end  church ,  s y n a g o g u e ,  or
S u n d a y  S c h o o l  fairly o f t e n ......................................................................TRUE FALSE
9 .  Act iv i t ie s  in our family are pret ty
careful ly p la nn ed ............................................................................................TRUE FALSE
1 0 .  Family m e m b e r s  are rarely ordered  a r o u n d  TRUE FALSE
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11 .  W e  o f t e n  s e e m  to  be  killing t ime  at h o m e ........................................ TRUE FALSE
12 .  W e  s a y  an y th in g  w e  w a n t  to  around h o m e  TRUE FALSE
13 .  Family m e m b e r s  rarely b e c o m e  op en ly  a n g r y  TRUE FALSE
14 .  In our fami ly ,  w e  are s t rong ly  e n c o u r a g e d
to  be  i n d e p e n d e n t ......................................................................................... TRUE FALSE
15 .  Ge t t ing  a h e a d  in life is very impor tant
in our fa m i l y  TRUE FALSE
16 .  W e  rarely g o  to  l e c tures ,  p lays or c o n c e r t s  TRUE FALSE
17 .  Friends  o f t e n  c o m e  over  for dinner or to  v i s i t  TRUE FALSE
18 .  W e  d o n ' t  s a y  prayers  in our fam i ly  TRUE FALSE
19 .  W e  are genera l l y  very  nea t  and order ly ...............................................TRUE' FALSE
2 0 .  The re  are very  f e w  rules t o  f o l l ow  in our f am i ly ...........................TRUE FALSE
2 1 .  W e  put  a lot o f  e n e r g y  into w h a t  w e  do  at  h o m e ........................TRUE FALSE
2 2 .  It's hard to  "b low  o f f  s t e am"  at  h o m e
w i t h o u t  u p se t t i n g  s o m e b o d y  TRUE FALSE
2 3 .  Family m e m b e r s  s o m e t i m e s  g e t  s o  angry
t h e y  t h r o w  t h i n g s ..........................................................................................TRUE FALSE
2 4 .  W e  think th in g s  o u t  for ou r s e l v e s  in our fa m i l y ............................ TRUE FALSE
2 5 .  H o w  m u c h  m o n e y  a perso n  m a k e s  is no t
very  impor tant  to  u s ....................................................................................TRUE FALSE
2 6 .  Learning ab o u t  n e w  and di f ferent  th in g s  is
very  impor tant  in our fam i ly ...................................................................TRUE FALSE
2 7 .  N o b o d y  in our fami ly  is act i ve  in spo r t s ,
Little Leag ue ,  bo w l in g ,  e t c  TRUE FALSE
2 8 .  W e  o f t e n  talk a b o u t  th e  re l i gious  m e a n i n g
o f  Chr i s t mas ,  P a s s o v e r ,  or o ther  h o l i d a y s  TRUE FALSE
2 9 .  It's o f t e n  hard to  f ind th in gs  w h e n  y o u  n e e d
t h e m  in our h o u s e h o l d ............................................................................... TRUE FALSE
3 0 .  There  is o n e  fami ly  m e m b e r  w h o  m a k e s
m o s t  o f  t h e  d e c i s i o n s  TRUE FALSE
3 1 .  There  is a f ee l ing  o f  t o g e t h e r n e s s  in our fa m i l y ............................TRUE FALSE
3 2 .  W e  tell e a c h  o ther  ab ou t  our persona l  p r o b l e m s ..........................TRUE FALSE
3 3 .  Family m e m b e r s  hardly ever  l o s e  their t e m p e r s ............................ TRUE FALSE
3 4 .  W e  c o m e  and g o  a s  w e  w a n t  in our f a m i l y ..................................... TRUE FALSE
3 5 .  W e  b e l i eve  in com p et i t i o n  and "may  t h e  b e s t  m a n  win" . .  TRUE FALSE
3 6 .  W e  are no t  tha t  in t ere s t ed  in cultural a c t i v i t i e s .............................TRUE FALSE
3 7 .  W e  o f t e n  g o  to  m o v i e s ,  sp or t s  e v e n t s ,  c a m p i n g ,  e t c .  . . TRUE FALSE
3 8 .  W e  d o n ' t  be l i eve  in h ea ve n  or hel l ......................................................... TRUE FALSE
3 9 .  Being  on  t ime  is very  impor tant  in our f a m i l y ................................. TRUE FALSE
4 0 .  There  are s e t  w a y s  of  d oing  th in gs  at  h o m e ...................................TRUE FALSE
4 1 .  W e  rarely v o l un te er  w h e n  s o m e t h i n g  h as  to
be d o n e  at h o m e  TRUE FALSE
4 2 .  If w e  fee l  like d o in g  s o m e t h in g  on  th e  spur
o f  t h e  m o m e n t  w e  o f t en  just  pick up and  g o  TRUE FALSE
4 3 .  Family m e m b e r s  o f t e n  criticize e a c h  o t h e r ....................................... TRUE FALSE
2 3 6
4 4 .  There  is very  little privacy in our fami ly ..............................................TRUE FALSE
4 5 .  W e  a l w a y s  s t r ive  to  do  th ings  just a little
bet t er  th e  n e x t  t i m e  TRUE FALSE
4 6 .  W e  rarely h a v e  intel lectual  d i s c u s s i o n s ...............................................TRUE FALSE
4 7 .  Ev eryone  in our family has  a hobby  or t w o ...................................... TRUE FALSE
4 8 .  Family m e m b e r s  h a v e  strict  ideas  a b ou t  w h a t
is right and w r o n g  TRUE FALSE
4 9 .  Peo p le  c h a n g e  their minds  o f t en  in our fam i ly ................................TRUE FALSE
5 0 .  There  is a s t r on g  e m p h a s i s  on fo l l owing rules
in our f a m i ly  TRUE FALSE
5 1 .  Family m e m b e r s  really back ea ch  o ther  u p .......................................TRUE FALSE
5 2 .  S o m e o n e  usual l y  g e t s  u p s e t  if you  complain
in our fa m i l y  TRUE FALSE
5 3 .  Family m e m b e r s  s o m e t i m e s  hit e a c h  o t h e r .......................................TRUE FALSE
5 4 .  Family m e m b e r s  a lm os t  a lw a y s  rely on t h e m s e l v e s
w h e n  a prob lem c o m e s  u p  TRUE FALSE
5 5 .  Family m e m b e r s  rarely worry  abou t  job pr om o t i on s ,
s c h o o l  g r a d e s ,  e t c  TRUE FALSE
5 6 .  S o m e o n e  in our family p lays a mus i ca l  in s t r u m e n t .................  TRUE FALSE
5 7 .  Family m e m b e r s  are not  very invo lved in
recreat ional  act i vi t i es  ou t s ide  work  or s c h o o l  TRUE FALSE
5 8 .  W e  b e l i eve  there  are s o m e  th ings  yo u  just  ha ve
to take  o n  fa i th ...............................................................................................TRUE FALSE
5 9 .  Family m e m b e r s  m a k e  sure  their r o o m s  are n e a t ......................... TRUE FALSE
6 0 .  Ev eryone  h as  an equal  s a y  in family d e c i s i o n s ............................... TRUE FALSE
6 1 .  There  is very  little group  spirit in our fam i ly .....................................TRUE FALSE
6 2 .  M o n e y  and pay ing  bills is open ly  talked abo ut
in our f am i ly  TRUE FALSE
6 3 .  If th e r e ' s  a d i s a g r e e m e n t  in our family,  w e  try
hard to  s m o o t h  th in gs  over and keep  the  p e a c e  TRUE FALSE
6 4 .  Family m e m b e r s  s t rong ly  e n c o u r a g e  e a c h  other
to s t and  up for their r ight s ......................................................................TRUE FALSE
6 5 .  In our fami ly ,  w e  do n ' t  try that  hard to  s u c c e e d .......................... TRUE FALSE
6 6 .  Family m e m b e r s  o f t en  g o  to the  l ibrary.............................................. TRUE FALSE
6 7 .  Family m e m b e r s  s o m e t i m e s  a tt end c o u r s e s  or
take  l e s s o n s  for s o m e  hobby  or
intere st  ( o u t s id e  o f  s c h o o l )  TRUE FALSE
6 8 .  In our fami ly  e a c h  person  has  dif ferent
ideas  a b o u t  w h a t  is right and w r o n g  TRUE FALSE
6 9 .  Each p e r s o n ' s  du t i e s  are clearly de f ined
in our fa m i l y  TRUE FALSE
7 0 .  W e  can  do  w h a t e v e r  w e  w a nt  to  in our fam i ly ..............................TRUE FALSE
7 1 .  W e  really g e t  a long wel l  wi th e a c h  o t h e r .......................................... TRUE FALSE
7 2 .  W e  are usua l ly  careful  about  w h a t  w e  s a y
to  e a c h  o t h e r ................................................................................................... TRUE FALSE
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7 3 .  Family m e m b e r s  o f t e n  try to  o n e -u p  or
out -do  e a c h  o t h e r ..........................................................................................TRUE FALSE
7 4 .  It's hard to  be  by y ou rs e l f  w i t h o u t  hurting
s o m e o n e ' s  f e e l in g s  in our h o u s e h o l d .............................................. TRUE FALSE
7 5 .  "Work be fore  p la y ” is t h e  rule in our fam i ly .................................... TRUE FALSE
7 6 .  Watch ing  T.V.  is m o r e  important  than  reading
in our fam i ly  TRUE FALSE
7 7 .  Family m e m b e r s  g o  ou t  a l o t ......................................................................TRUE FALSE
7 8 .  The  Bible is a very  impor tant  b oo k  in our h o m e .......................  TRUE FALSE
7 9 .  M o n ey  is no t  han d led  very  careful ly  in our fam i ly ....................... TRUE FALSE
8 0 .  Rules  are pretty inf lexible  in our h o u s e h o l d .................................. TRUE FALSE
8 1 .  There  is p l enty  o f  t i m e  and a t t en t ion  for e v e r y o n e
in our fam i ly  TRUE FALSE
8 2 .  There  are a lot o f  s p o n t a n e o u s  d i s c u s s i o n s
in our fam i ly  TRUE FALSE
8 3 .  In our family,  w e  b e l i ev e  y o u  d o n ' t  ever  g e t
a n y w h e r e  by  rais ing your v o i c e  TRUE FALSE
8 4 .  W e  are no t  really e n c o u r a g e d  to  s p e a k  up for
o u rs e l v e s  in our fa m i l y ...............................................................................TRUE FALSE
8 5 .  Family m e m b e r s  are  o f t e n  c o m p a r e d  wi th  o thers
as  to  h o w  wel l  t h e y
are doing  at w o r k  or s c h o o l  TRUE FALSE
8 6 .  Family m e m b e r s  really like m u s i c ,
art and l i terature TRUE FALSE
8 7 .  Our main form o f  en te r t a in m e n t  is w a tc h in g
T.V.  or l i s tening to  th e  rad io ................................................................. TRUE FALSE
8 8 .  Family m e m b e r s  b e l i ev e  tha t  if y o u  sin
you  will be  p u n i s h e d ................................................................................... TRUE FALSE
8 9 .  D i shes  are usua l ly  d o n e  imme dia t e ly
after e a t i n g  TRUE FALSE
9 0 .  You can ' t  g e t  a w a y  w i th  m u c h  in our fam i ly .............................. TRUE FALSE
XI. INSTRUCTIONS: Please place a check (✓) in the appropriate category for each  
question. The purpose of this information is for classification purposes only. Nothing you 
answer will be revealed in any w ay. Your answers in this section and in all others are 
COMPLETELY CONFIDENTIAL!
1. AGE:  in y ea rs
2 .  SEX: 1) Male   2 )  F e m a le ____
3 .  Are you  a c o l l e g e  s t u d e n t ?  1) Y e s   2 )  No ____
4 .  In total ,  h o w  m a n y  credi t  cards  do  y o u  currently h a v e ? ______
5.  W hen  y ou  w e r e  l iving at  h o m e ,  w h a t  w a s  your parents '  marital  s t a t u s .  
Please  c h e c k  th e  appropr ia t e  c a t e go ry .
 Married _______ S ingl e
Divorced  W i d o w e d
H o w  m a n y  brothers  do yo u  ha v e?  (Include s t ep  brothers  living w i th  your  
f amily)______
H o w  m a n y  s i s t e r s  d o  you  have ?  (Include s t e p  s i s ter s  living w i th  your  
fami ly )________
D o e s  a n y o n e  in you r  family suf f er  from an y  o f  the  fo l l owing  (P l eas e  c h e c k  
all th a t  apply)
 A lc o h o l i s m   Bulimia ________Gambling
 Ano rex ia  _______ Drug a b u s e
 C o m p u l s iv e  Sho pp ing
2 3 9
QUESTIONNAIRE
L INSTRUCTIONS: Ple a se  circle th e  number w h ic h  m o s t  appropriat ely  re p re se n t s  your  
level  o f  a g r e e m e n t  w i th  th e  s t a t e m en t .  If you  circle a ONE (1) the n  yo u  STRONGLY 
DISAGREE wi th  t h e  s t a t e m e n t .  A FOUR (4) m e a n s  tha t  y o u  are NEUTRAL ab o u t  the  
s t a t e m e n t .  A  SEVEN (7) m e a n s  that  you  STRONGLY AGREE wi th  th e  s t a t e m e n t .
S t r o n g ly
D is a g r e e  D i s a g r e e
really like,1.  Even  w h e n  I s e e  s o m et h in g
I d o  no t  buy  it u n l e s s  it is a
p lanned  pu rch ase  ............................. 1 2
2 .  W h e n  I g o  sh o p p i n g ,  I buy  things
I had n o t  int ended  to p u rch ase  1 2
3 .  I avo id  buying  th ings  that  are not
o n  m y  sh o p p i n g  l i s t .......................... 1 2
4 .  It is fun to  buy  s p o n t a n e o u s ly  . 1 2
5.  I d o  not  buy until I can make  sure
I am ge t t ing  a real bargain . . .  1 2
S l ig h t ly
D i s a g r e e
3
3
4
4
S l ig h t ly
A g r e e
5
5
6
6
S t r o n g ly
A g r e e
IL INSTRUCTIONS: P le a se  circle the  n umber w h ic h  m o s t  appropriat ely  ind i ca te s  h o w  
o f t en  y o u  d o  or f ee l  this .  If y o u  circle a ONE (1) th e n  y o u  NEVER feel  thi s  w a y .  A  THREE 
(3) m e a n s  th a t  y o u  SOMETIMES do  this or feel  thi s  w a y .  A  FIVE (5) m e a n s  tha t  y o u  
VERY OFTEN fee l  th is  w a y  or do  this.
1.
2.
3.
5.
6.
7.
8. 
9.
10 .
11.
12.
m a d e  on ly  th e  minimum p a y m e n t s
o n  m y  credit  c a r d s ...............................................
fe l t  o t he r s  wo u ld  be horrified 
if t h e y  k n e w  of  m y  spe nd ing  habi t s .  . . 
o f t e n  buy  th ings  s imply  b e c a u s e  
t h e y  are on s a l e .....................................................
w r o t e  a c h e c k  w h e n  I k n ew  I didn' t  
h a v e  e n o u g h  m o n e y  in the  bank to
c o v er  i t ........................................................................
h a v e  re ac hed  the  max im um limit on
at l ea s t  o n e  of  my  credit  c a r d s ....................
b o u g h t  s o m e th in g  and w h e n  I g o t  h o m e  
I w a s n ' t  sure  w h y  I had bou gh t  i t .............
really be l i eve  that  having more  
m o n e y  w o u ld  so l v e  m o s t  of  m y  pr ob le m s  
b o u g h t  s o m e th in g  in order to  make
m y s e l f  fee l  be t t er ..............................................
jus t  w a n t e d  to  buy things and didn' t  
care  w h a t  I b o u g h t ..........................................
fe l t  a n x io u s  or nervous  on d a y s  I
didn' t  g o  s h o p p i n g ...........................................
h a v e  fel t  d e p r e s s e d  after s h op p in g . .  . 
w e n t  on  a buying binge and w a s n ' t  
able  to  s t o p ...........................................................
R a r e ly  S o m e t i m e s  O f t e n  V e r y  O f t e n
2  3  4  5
2
2
2
2
2
2
2
2
2
2
3
3
3
3
3
3
3
3
3
3
4
4
4
4
4
4
4
4
4
4
5
5
5
5
5
5
5
5
2 4 0
N e v e r  R a r e ly  S o m e t i m e s  O f t e n  V e ry  O f te n
13 .  I h av e  b o u g h t  th i n g s  t h o u g h  I couldn' t
afford t h e m .................................................................. 1 2  3  4  5
III. INSTRUCTIONS: P l e a se  circle t h e  number  w h ic h  m o s t  appropriat e ly  r ep res en t s  your  
f e e l ings  abo ut  t h e  s t a t e m e n t .  If y o u  circle a ONE (1)  then  y o u  STRONGLY DISAGREE  
with the  s t a t e m e n t .  A  THREE (3) m e a n s  tha t  y o u  neither a g r e e  nor d o  y o u  d i s agree .  A 
FIVE (5) m e a n s  tha t  y o u  STRONGLY AGREE wi th  th e  s t a t e m e n t .
S t r o n g ly S l ig h t ly S l ig h t ly S t r o n g ly
D is a g r e e D is a g r e e N e u t r a l A g r e e A g re e
1. I da yd re a m  a l o t ........................................................ 1 2 3 4 5
2. W h e n  I g o  to  t h e  m o v i e s ,  I find it
e a s y  to  l o s e  m y s e l f  in the  f i lm.....................1 2 3 4 5
3. I o f t en  think o f  w h a t  mi ght  h a ve  been .  . 1 2 3 4 5
4. I prefer fa n t a s y  ov er  real i ty............................... 1 2 3 4 5
5. I s o m e t i m e s  pre tend  (in my  mind)
tha t  I am s o m e o n e  e l s e .................................... 1 2 3 4 5
6.  I like to  ima g ine  th a t  m y  life is better
than  it really i s ........................................................  1 2  3  4  5
7.  I w i s h  I w e r e  m ore  like th e  p e op le  I
s e e  on  t e l e v i s i o n .......................................................1 2  3  4  5
8 .  I s o m e t i m e s  fa n t a s i ze  abou t  m y  future.  . 1  2  3  4  5
9 .  P eo p le  tell m e  I h a v e  a vivid imag inat ion .  1 2  3  4  5
10 .  I fee l  like I am a real i st ic p e r s o n ......................  1 2  3  4  5
11 .  W h e n  I bu y  s o m e t h i n g  n e w ,  I feel  better
ab ou t  m y s e l f ............................................................... 1 2  3  4  5
IV. INSTRUCTIONS: P l e a se  circle th e  number  w h ic h  m o s t  appropriat e ly  re p res en t s  your  
level o f  a g r e e m e n t  w i th  t h e  s t a t e m e n t .  If y o u  circle a ONE (1)  t h e n  y o u  STRONGLY  
DISAGREE wi th  th e  s t a t e m e n t .  A  FOUR (4) m e a n s  tha t  y ou  are NEUTRAL ab o ut  the  
s t a t e m e n t .  A SEVEN (7)  m e a n s  th a t  yo u  STRONGLY AGREE w i t h  t h e  s t a t e m e n t .
S t r o n g ly  S l ig h t ly  S l ig h t ly  S t r o n g ly
D is a g r e e  D i s a g r e e  D i s a g r e e  N e u t r a l  A g r e e  A g r e e  A g r e e
1. On  th e  w h o l e ,  I am sa t i sf i ed
wi th  m y s e l f  ........................................... 1 2  3  4  5 6  7
2.  At  t i m e s ,  I think th a t  I am
no g o o d  at  a l l ....................................  1 2  3  4  5  6  7
3.  I fee l  tha t  I h a v e  a number
o f  g o o d  q u a l i t i e s ................................. 1 2  3  4  5  6  7
4 .  I am ab le  to  do  th i n g s  a s  wel l
a s  m o s t  o ther  p e o p l e ....................... 1 2  3  4  5  6  7
5.  I fee l  I d o  no t  h a v e  m u c h  to  be
proud o f  ..................................................1 2  3  4  5  6  7
6 .  I certainly  fee l  u s e l e s s  at  t i m e s  . 1
7 .  I feel  th a t  I am a p e r s o n  of  wor th,
at  l e a s t  on  an equa l  plane  
wi th  o t h e r s  ........................................... 1
S t r o n g ly S lig h t ly S l ig h t ly S t r o n g ly
D is a q r e e D is a q re e D is a q r e e N e u tr a l A g r e e A g r e e A g r e e
8. I w i s h  1 could h a v e  more  r e s p ec t
for m y s e l f  ...........................................1 2 3 4 5 6 7
9. All in all, I am incl ined to  feel
tha t  I am a f a i l u r e .......................... 1 2 3 4 5 6 7
10 . I t ake  a pos i t i ve  a tt i tude  tow ard
m y s e l f .....................................................1 2 3 4 5 6 7
V.  INSTRUCTIONS: P l ease  circle,  th e  number  w h ic h  m o s t  appropriate ly r e p r e s e n t s  your
level  o f  a g r e e m e n t  wi th  the  s t a t e m e n t .  If y o u  circle a ONE (1) th en  yo u  ST RONGLY
DISAGREE wi th  th e  s t a t e m e n t .  A  FOUR (4) m e a n s  tha t  you  are NEUTRAL a b o u t  t h e
s t a t e m e n t . A  SEVEN (7) m e a n s  th a t  yo u  STRONGLY AGREE wi th  th e  s t a t e m e n t .
S t r o n g ly S lig h t ly S l ig h t ly S t r o n g ly
D is a q r e e D is a q r e e D is a q re e N e u tr a l A g r e e A g r e e A g r e e
1. I w ork  under a g re a t  deal
o f  t e n s i o n ............................................... 1 2 3 4 5 6 7
2. I c a n n o t  keep m y  mind on
o n e  t h in g .................................................1 2 3 4 5 6 7
3. I f requent ly  find m y s e l f
worrying  ab ou t  s o m e t h i n g .  . . .  1 2 3 4 5 6 7
4 . I am usual ly ca lm and not
eas i ly  u p s e t ........................................... 1 2 3 4 5 6 7
5. I h av e  per iods  o f  s u c h  great
r e s t l e s s n e s s  tha t  I c a nn o t
sit long in a chai r ...............................1 2 3 4 5 6 7
6 . I find it hard to  ke ep  m y  mind
on a ta sk  or j o b .................................. 1 2 3 4 5 6 7
7. I am not  unusua l ly  s e l f - c o n s c i o u s . 1 2 3 4 5 6 7
8 . Life is a strain for m e  m u c h
of  the  t i m e ............................................. 1 2 3 4 5 6 7
9 . I am certainly l acking in
s e l f - c o n f i d e n c e ....................................1 2 3 4 5 6 7
10 . I h av e  a grea t  deal  of
s t o m a c h  t ro u b le ................................. 1 2 3 4 5 6 7
11 . I certainly feel  u s e l e s s
at  t i m e s ................................................... 1 2 3 4 5 6 7
12 . I am a h igh- s trung p e r s o n .............. 1 2 3 4 5 6 7
13 . S o m e t i m e s  I fee l  th a t  I am
a lm o s t  abo ut  to  g o  to  p i e c e s .  . 1 2 3 4 5 6 7
14 . I shrink from fac i ng  a crisis
or di f f icul ty............................................ 1 2 3 4 5 6 7
2 4 2
VI. INSTRUCTIONS:  P l ease  circle th e  nu mb er  w h ic h  m o s t  appropriat ely  r e p re se n t s  your  
l evel  o f  a g r e e m e n t  wi th  the  s t a t e m e n t .  If y o u  circle a ONE (1)  th en  yo u  STRONGLY  
DISAGREE wi th  the  s t a t e m e n t .  A  FOUR (4)  m e a n s  tha t  y o u  are NEUTRAL a b o u t  th e  
s t a t e m e n t .  A SEVEN (7) m e a n s  tha t  yo u  STRONGLY AGREE wi th  th e  s t a t e m e n t .
S t r o n g l y  S l ig h t ly  S l ig h t ly  S t r o n g ly
D is a q r e e  D i s a g r e e  D i s a g r e e  N e u t r a l  A g r e e  A g r e e  A g r e e
1. I a lm os t  a l w a y s  a c c e p t  a
da re ................................................................1
2 .  I like to  be with p eo p le
w h o  are un pr ed ic tab l e ....................... 1
3 .  Rarely,  if ever ,  do I do
anyth ing r e c k l e s s .................................. 1
4 .  I wo u ld  never  p a s s  up s o m e t h i n g
that  so u n d e d  like fun  just  
b e c a u s e  it so u n d e d  a bit hazardo l i s .
5 .  Frequently,  I like to  take  a
c h a n c e  on  s o m e t h i n g  tha t  i sn' t  
sure; su c h  a s  g a m b l in g ..................... 1
2
2
2
3
3
3
4
4
4
6  7
6  7
6  7
6  7
6  7
VII. INSTRUCTIONS:  P l ease  circle th e  n u mb er  w h i c h  m o s t  appropriat ely  r e p r e s e n t s  your  
l evel  o f  a g r e e m e n t  wi th  th e  s t a t e m e n t .  If y o u  circle a ONE (1)  th en  yo u  STRONGLY  
DISAGREE wi th  th e  s t a t e m e nt .  A  FOUR (4)  m e a n s  tha t  y o u  are NEUTRAL ab o u t  t h e  
s t a t e m e n t .  A SEVEN (7) m e a n s  tha t  yo u  STRONGLY AGREE wi th  th e  s t a t e m e n t .
S t r o n g ly S l ig h t ly S l ig h t ly S t r o n g ly
D is a q r e e D is a g r e e D is a g r e e N e u t r a l A g r e e A g r e e A g r e e
1. I o f t en  feel  bad w h e n  I h av e
p u rch ase d  s o m e t h i n g  I d idn ' t  nedd 2 3 4 5 6 7
2. S o m e t i m e s ,  I fee l  gui l ty  ab o ut
h o w  mu ch  m o n e y  I h av e  s p e n t  1 2 3 4 5 6 7
3. I hav e  never  fel t  gui l ty  ab o u t
my  sh opp in g  h a b i t s ....................... 1 2 3 4 5 6 7
4 . I try to hide h o w  m u c h  I s p e n d
from m y  family and f r i ends  . . 1 2 3 4 5 6 7
VIII. INSTRUCTIONS:  P lease  circle the  n u m b e r  w h i c h  m o s t  appropriat ely  r e p r e s e n t s  your  
f e e l in g s  ab ou t  th e  s t a t em e n t .  If y o u  circle a ONE (1) th e n  yo u  STRONGLY DISAGREE  
w i th  t h e  s t a t e m e n t .  A  THREE (3) m e a n s  tha t  y o u  nei ther  a gr ee  nor do  yo u  d i s a g r e e .  A  
FIVE (5)  m e a n s  that  yo u  STRONGLY AGREE wi th  t h e  s t a t e m e n t .
S t r o n g ly  S l ig h t ly  S l ig h t ly  S t r o n g ly
D is a g r o o  D i s a g r e e  N e u t r a l  A g r e e  A g r e e
1. W h en  I have  m o n e y ,  I c a n n o t  help
but sp e n d  part or t h e  w h o l e  o f  i t   1 2  3  4  5
2 .  I am o f t en  impul sive  in m y
buying beha v ior ......................................................  1 2  3  4  5
3 .  For me ,  sh op p i ng  is a w a y  o f  f ac ing
the  s t r e s s  of  my  daily life
and of  r e laxing ......................................................... 1 2  3  4  5
4 .  I s o m e t i m e s  fee l  tha t  s o m e t h i n g  ins ide
m e  p u sh ed  m e  to  g o  s h o p p i n g .....................  1 2  3  4  5
2 4 3
S t r o n g ly  S l ig h t ly  S l ig h t ly  S t r o n g ly
D is a g r e e  D i s a g r e e  N e u tr a l  A g r e e  A g r e e
5 .  There  are t i m es  w h e n  I have  a s t ro n g
urge  to  buy ( c lothing,  c o m p a c t  d i s c s ,  e tc l ) .
6 .  At  t i m es ,  I ha ve  fel t  s o m e w h a t  gui l ty
after buy ing  a produc t ,
b e c a u s e  th e  p u r ch a se  s e e m e d  u n re a so n a b l e .
7 .  There  are s o m e  th in gs  I buy tha t  I do
n ot  s h o w  to  a n y b o d y
for fear o f  being perce i ved  a s
irrational in m y  buy ing b eh av i or ................... 1
8 .  I o f t e n  h a v e  an unexp la inab le  urge ,
a s u d d e n  and s p o n t a n e o u s  des i re ,
t o  g o  and buy  s o m e th in g  in a s t or e .  . . 1
9 .  A s  s o o n  a s  I enter  a sh op p i ng  ce n ter ,
I h a v e  an irresist ible
urge to  g o  into a s h o p  to buy s o m e t h i n g .  1
1 0 .  I am o n e  o f  t h o s e  p eo p le  w h o  o f t e n  r e s p o n d s
t o  d irect  mail o f f e r s  (for e x a m p l e ,  
b o o k s  or c o m p a c t  d i s c s ) ..................................  1
1 1 .  I h a v e  o f t en  b o u g h t  a produc t  t h a t  I did
not  n e e d ,  w h i l e  kn owing
tha t  I had very  little m o n e y  l e f t ........................ 1
IX. INSTRUCTIONS: Please place a check (✓) in the appropriate category for each  
question. The purpose of this information is for classification purposes only. Nothing you  
answer will be revealed in any w ay. Your answ ers in this section and in all others are 
COMPLETELY CONFIDENTIAL!
1.  AGE:  in y ear s
2 .  SEX: 1) Male   2) F e m a le ____
3 .  In total ,  h o w  m a n y  credit  cards  d o  y o u  current ly h a v e ? ______
4 .  W h e n  y ou  w e r e  living at h o m e ,  w h a t  w a s  your  parents '  marital s t a tu s .  
Ple a se  c h e c k  th e  appropriate  c a t e g o r y .
 Married _______ S in g l e   D ivorced  _______
W i d o w e d
5 .  H o w  m a n y  bro thers do  you  ha ve ?  (Include s t e p  brothers  living w i th  your
fami ly )______
6 .  H o w  m a n y  s i s t er s  do  you  hav e?  ( Inc lude  s t e p  s i s t er s  living w i th  your  
fami ly)________
7 .  D o e s  a n y o n e  in your  family su f f e r  from an y  o f  th e  fo l lowing  (P lease  c h e c k  
all th a t  apply)
 A lco ho l i sm   Bulimia _______ Gambling
 Anorex ia  _______ Drug a b u s e   C o m p ul s i ve  S h o p p in g
Under  $1 5 , 0 0 0  
$ 1 5 , 0 0 0 - $ 1 9 , 9 9 9  
$ 2 0 , 0 0 0 - $ 2 4 , 9 9 9  
$ 2 5 , 0 0 0 - $ 2 9 , 9 9 9  
$ 3 0 , 0 0 0 - $ 3 4 , 9 9 9  
$ 3 5 , 0 0 0 - $ 3 9 , 9 9 9  
$ 4 0 , 0 0 0 - $ 4 4 , 9 9 9  
$ 4 5 , 0 0 0 - $ 4 9 , 9 9 9
$ 5 0 , 0 0 0 - $ 5 4 , 9 9 9  
$ 5 5 , 0 0 0 - $ 5 9 , 9 9 9  
$ 6 0 , 0 0 0 - $ 6 9 , 9 9 9  
$ 7 0 , 0 0 0 - $ 7  9 , 9 9 9  
$ 8 0 , 0 0 0 - $ 8 9 , 9 9 9  
$ 9 0 , 0 0 0 - $ 9 9 , 9 9 9  
$ 1 0 0 , 0 0 0  & ov er
P le a se  e s t im a t e  your  fami ly' s  total  in c o m e  ( last  year) .
THANK YOU FOR YOUR COOPERATION
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QUESTIONNAIRE
L INSTRUCTIONS: P l ease  circle t h e  number  w h ic h  m o s t  appropriat ely  ind i ca te s  h o w  
o f t en  you do or feel  this .  If yo u  circ le  a ONE (1) then  y o u  NEVER fee l  th i s  w a y .  A  THREE 
(3)  m e a n s  that  yo u  SOMETIMES d o  this  or fee l  this  w a y .  A FIVE (5)  m e a n s  tha t  you  
VERY OFTEN feel  this  w a y  or do  thi s .
1. I m a d e  on ly  th e  mi n imu m p a y m e n t s
on my  credit  c a r d s ...............................................
2.  I felt o thers  w o u ld  be  horrified if
the y  k n e w  o f  m y  s p e n d i n g  ha b i t s ..............
3.  I o f t en  buy  th in g s  s imp l y  b e c a u s e
the y  are on  s a l e ......................................................
4 .  I w ro te  a c h e c k  w h e n  I k n e w  I didn' t
hav e  e n o u g h  m o n e y  in th e  bank to  
cover  it ....................... .................................................
5 .  I hav e  reache d  th e  m a x i m u m  limit on
at l eas t  o n e  o f  m y  credi t  c a r d s ....................
6 .  I bo u gh t  s o m e t h i n g  and w h e n  I g o t  h o m e
I w a s n ' t  sure  w h y  I had b o u g h t  it.............
7.  I really be l i eve  tha t  having  m o re  m o n e y
wou ld  s o l v e  m o s t  o f  m y  p r o b le m s ............
8 .  I bo u gh t  s o m e t h i n g  in order to  ma k e
my s e l f  fee l  b e t t er ..................................................
9 .  I just  w a n t e d  to  bu y  th i ng s  and
didn't  care  w h a t  I b o u g h t ................................
10 .  I felt an x io us  or n e r v o u s  on  d a y s
I didn' t  g o  s h o p p i n g ............................................
11 .  I hav e  felt d e p r e s s e d  after sh o p p i n g . .  . .
12 .  I w e n t  on  a buying  b inge  and w a s n ' t
able  to s t o p ...............................................................
1 3.  I h av e  b o u g h t  th i n g s  t h o u g h  I cou ldn ' t
afford t h e m ...............................................................
R a re ly  S o m e t i m e s  O f t e n  V e r y  O f te n
2 3  4  5
2
2
2
2
2
2
2
2
2
2
2
2
3
3
3
3
3
3
3
3
3
3
3
3
4
4
4
4
4
4
4
4
4
4
4
4
5
5
5
5
5
5
5
5
5
5
5
5
H. INSTRUCTIONS: P l e ase  circle t h e  number  w h ic h  m o s t  appropriate ly  r e p re se n t s  your  
f e e l ings  about  the  s t a t e m e n t .  If y o u  circle a ONE (1)  th en  y o u  STRONGLY DISAGREE  
with  the  s ta t e m en t .  A THREE (3) m e a n s  tha t  yo u  neither agree  nor do  y o u  d i sa gre e .  A 
FIVE (5) m e a n s  that  you  STRONGLY AGREE wi th  the  s t a t e m e n t .
S t r o n g ly
D is a g r e e
S l ig h t ly
D i s a q r e e
S l ig h t ly  S tr o n g ly
A g r e e  A g re e
1. Wh en  I h a v e  m o n e y ,  I c a n n o t  help but
sp en d  part or the  w h o l e  of  i t ........................  1 2  3  4  5
2.  I am o f t en  imp ul s iv e  in m y  buy ing  behavior.1 2  3  4  5
3.  For me ,  s h o p p i n g  is a w a y  o f  f ac ing  th e  s t re s s
o f  m y  daily life and  o f  r e lax ing ................... 1 2  3  4  5
4 .  I s o m e t i m e s  fee l  th a t  s o m e t h i n g  inside
m e  p u s h e d  m e  to  g o  s h o p p i n g   1 2  3  4  5
2 4 6
S t r o n g ly
D is a g r e e
5.  There  are t i m es  w h e n  I h a ve  a s t rong
urge to  b u y ............................................................
6 .  A t  t i m e s ,  i h av e  fel t  s o m e w h a t  guil ty
after buy ing  a produc t ,  b e c a u s e  the  
p u r c h a s e  s e e m e d  u n r e a s o n a b l e ...................
7.  There  are s o m e  th in g s  I b uy  tha t  I do
n ot  s h o w  to  a n y b o d y  for fear o f  
being  pe rce ived  a s  irrational  
in m y  buying  b eh a v i or .......................................
8 .  I o f t e n  h a v e  an unexp la inab le  urge,
a s u d d e n  and s p o n t a n e o u s  des i re ,  t o  g o  
and buy  s o m e t h i n g  in a s t o r e .......................
9 .  A s  s o o n  a s  I en ter  a s h o p p i n g  cen ter ,  I
h a v e  an irresist ible urge  to  g o  into  
a s h o p  to  buy s o m e t h i n g .................................
10 .  I am o n e  o f  t h o s e  p eo p l e  w h o  o f t en
r e s p o n d s  to  direct  mail o f f er s  
(for ex a m p l e ,  b o o k s  or c o m p a c t  d i s c s ) .
11 .  I h a v e  o f t en  b o u g h t  a produc t  tha t  I
did no t  n e ed ,  wh i l e  kn o w in g  
that  I had very  little m o n e y  l e f t ...................
S lig h tly
D is a g re e
S l ig h t ly
A g r e e
S t r o n g ly
A g r e e
III. INSTRUCTIONS: Ple a se  circle t h e  n u mb er  w h ic h  m o s t  appropriately r ep re se n t s  your  
l evel  o f  a g r e e m e n t  w i th  th e  s t a t e m e n t .  If y o u  circle a ONE (1) then yo u  STRONGLY 
DISAGREE wi th  th e  s t a t e m e n t .  A FOUR (4) m e a n s  tha t  yo u  are NEUTRAL ab o ut  th e  
s t a t e m e n t .  A  SEVEN (7) m e a n s  tha t  y o u  STRONGLY AGREE with the  s t a t e m e n t .
S t r o n g ly
D is a g r e e  D i s a g r e e
S lig h t ly
D is a g r e e
S l ig h t ly
A g r e e
S t r o n g ly
A g r e e
1. Even w h e n  I s e e  s o m e t h i n g  I really like,
I do  no t  buy  it u n l e s s  it is a 
planned  pu rch ase  ........................... 1
2.  W h e n  I g o  sh o p p i n g ,  I buy  th in gs  I
had no t  int ended  to  p u r c h a s e  . 1
3.  I avo id  buying  th i ng s  tha t  are not
on  m y  sh o p p i n g  l i s t ........................... 1
4 .  It is fun to  buy s p o n t a n e o u s l y  . 1
5.  I do  not  buy until I can  m a k e
sure I am ge t t ing  a real bargain 1
4
4
4
4
5
5
5
5
6
6
6
6
7
7
7
7
VI. INSTRUCTIONS: P le a se  circle th e  nu mb er  w h ic h  m o s t  appropriately re p re se n t s  your  
f e e l in g s  ab o u t  th e  s h o p p i n g  in genera l .  If yo u  circle a ONE (1) then  you  STRONGLY 
DISAGREE wi th  th e  s t a t e m e n t .  A THREE (3) m e a n s  tha t  yo u  neither agree  nor d o  y o u  
d i s ag re e .  A  FIVE (5) m e a n s  that  y o u  STRONGLY AGREE wi th  the  s t a t e m e n t .
usual l y  buy  th e  produc t  or brand w h ic h  o f f e r s  th e  b e s t  dollar value
S trongly  
D isaq ree  
. 1 2
Strongly
A gree
4  5
B ro w s in g  th ro ugh  c a ta l o g s  is a w a s t e  o f  t i m e  ........................................................1 2  3  4  5
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S tro n g ly
D isaq ree
A s a l e s p e r s o n  sh ou ld  perform any rea sonab le  r e q u e s t  I ha ve
A g o o d  sh o p p e r  a l w a y s  has  e n o u g h  informat ion ab o u t  th e  p u r c h a s e  
be for e  buy ing  .......................................................................................................................
Worry ing a b o u t  c lo thing  s t y l e s  f a sh ion  is a w a s t e  o f  t i m e  . . 
W h e n  s h o p p i n g ,  I c o m p a r e  prices  be fore  I ma k e  m y  se l ec t i o n  
I g o  sh o p p i n g  w h e n  I fee l  a need  to  be around o ther  p e o p le  . 
I e n j oy  look ing at int erest ing  or attract ive  s to re  d i sp lays  . . .
I l o ve  t h e  "feel" of  a s tore  wh ich  is in tune  
wi th  m y  n e e d s  and des i r e s  ................................
W h e n  th e  go in g  g e t s  t o u g h ,  I go  shopp i ng
W h e n  I h a v e  had a bad day ,  I find that  buying m y s e l f  s o m e t h i n g  n ice  for 
m y s e l f  m a k e s  m e  fee l  better .........................................................................................
I a l w a y s  m a k e  s a l e s p e o p l e  drop w h a t  they ' re  do ing  to  ca ter  to  
m y  n e e d s  ..................................................... ...............................................................................
I o f t e n  d a y d r e a m  ab o ut  th e  pro du c t s  I might  buy ..........................
T he  local  retai lers t ake  more  int erest  in y o u .....................................
T h e  e x e r c i s e  I g e t  from sh opp in g  d o e s  not  help m e  to  s t a y  fit 
T h e  s t o r e s  in thi s  area are not  acc e p t ab le  to  m e ...........................
S o m e t i m e s  jus t  th e  t h o u g h t  of  go ing  sh op p in g  m a k e s  m e  feel
b e t t e r ..................................................................................................................................................
S h o p p in g  is a w a y  to  find n e w  and dif ferent  s t o r e s  and p r o d u c t s  . . . .
P eop le  s h ou ld  pay  th e  t i cke ted price rather than trying to  bargain wi th  
a r e t a i l e r ...........................................................................................................................................
I o f t e n  fee l  super ior  to  th e  sa l e s  p eop le  w h o  wa i t  on  m e  ..............................
P eop le  w h o  be l i eve  tha t  the  only  reason  to  s h o p  is t o  p u r c h a s e  an item  
m i ss i n g  ou t  on  th e  real joy of  s h o p p i n g ......................................................................
You  can  h a v e  fun by go ing  to garag e  sa l e s  on th e  w e e k e n d s  
You ca n  en joy  s h o p p i n g  just  for th e  fun of  it .................................
2
2
2
2
2
2
2
2
2
2
2
2
are
2
2
2
2
2
S tro n g ly
A gree
3 4  5
3 4  5
3 4  5
3 4  5
3  4  5
3 4  5
3 4  5
3 4  5
3 4  5
3  4  5
3 4  5
3 4  5
3 4  5
3 4  5
3  4  5
3  4  5
3 4  5
3  4  5
3 4  5
3 4  5
3 4 5
Strongly
D isaq ree
Peop le  w h o  s p e n d  t i me  gather ing  informat ion be fore  making a p u r ch a se  
are just  w a s t i n g  their t i m e ...................................................................................................... 1 2
One  o f  the  nice th i n g s  a b o u t  g o in g  shopp i ng  is the  c h a n c e
to m e e t  n e w  and di f ferent  p e o p l e ......................................................................................1 2
National  chain s t o r e s  h a v e  a t e n d e n c y  to  treat  c u s t o m e r s  poor ly  . . . .  1 2
Watch ing  the  h o m e  sh o p p i n g  n e tw o r k  is an act ivi ty I e n j o y ...........................1 2
To m e  sh op p i ng  is a recreat ional  a c t i v i t y ..................................................................... 1 2
I enjoy  sho p p in g  at s t o r e s  tha t  imply I'm w e a l t h y  1 2
My only  reason  to  s h o p  is p u r c h a s e  a spec i f i c  i t e m  1 2
I w o n ' t  make  a p u r c h a s e  until I fee l  I hav e  e n o u g h  informat ion  to  ma k e  
a g o o d  dec i s i on  ..............................................................................................................................1 2
M o s t  ca ta l o g s  are jus t  junk mail  and you  can th ro w  t h e m  a w a y  a s
s o o n  a s  th ey  c o m e  to  th e  h o u s e ......................................................................................... 1 2
I en joy  trying n e w  p r o d u c t s  or brands before  o ther  p eo p le  d o  1 2
Looking through c a t a l o g s  is a g o o d  w a y  to  relax and en joy  t i m e  by  
yourse l f  .............................................................................................................................................. 1 2
S o m e t i m e s  I find m y s e l f  d r a w n  to  a particular s tore  b e c a u s e  o f  its 
"atmosphere"  ................................................................................................................................. 1 2
Local m e rc h an t s ,  no t  th e  nat ional  ch a ins ,  g ive  bet t er  s e rv i c e   1 2
I sp e n d  more  than I sh ou ld  on  c l o t h e s  ■ 1 2
It's p l easurab le  vis i t ing a s t o re  w h ic h  has  a ta s te fu l  and nice ly
dec or a te d  s tore  i n t e r i o r .............................................................................................................1 2
Sh op p in g  is no t  a p l e a s a n t  act i vi ty  to  m e   1 2
It's very impor tant  th a t  I fee l  I h a v e  en o u g h  informat ion to  ma k e  
a g o o d  dec i s i on  .......................................  1 2
If I had more  d i s cre t i ona ry  i n c o m e ,  I wo u ld  p u rc h a se  m o re  i t em s  . . . .  1 2
If I didn't  hav e  s o  m a n y  o ther  th in gs  to  d o  wi th  my  t ime ,  I w o u ld  s h o p  more  
o f t en  ................. . ~ ...........................................................................................................................1 2
Sho pp ing  the  s t o r e s  w a s t e s  m y  t i m e  1 2
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W h e n  I hear a b o u t  a n e w  s t ore ,  I t ake  a d va nt a ge  of  the  first  
op por tun i ty  to  find o u t  m ore  ab ou t  it .................................................
W h e n  go ing  ou t ,  I like to  im pr es s  o t he rs  wi th  h o w  I look
I've  o f t en  said,  "So  m a n y  mal l s ,  s o  little t i m e " ....................
I'm really h app y  w h e n  I find n e w  and unique  s tor e s  . . .
S tro n g ly
D isa q ree
2
2
2
2
I'm a g o o d  s o u r c e  o f  informat ion a b o u t  c lothing fa s h io n s  for 
m y  fri ends  and a c q u a in t a n c e s  .................................................................
I s o m e t i m e s  imag ine  w h ic h  produc t( s )  I might  buy if I had unl imited  
m o n e t a r y  r e s o u r c e s  .........................................................................................................
S h o p p in g  is a g o o d  w a y  for m e  to  g e t  exe rc i s e  .................................................
I en joy  imagining  m y s e l f  w ear in g  or us ing  certain pro du c t s  .......................
I find m y s e l f  think ab o u t  pro du c t s  I w ou ld  like to  pu rch ase  or o w n  . . .
S h o p p in g  is n o t  just  an e v e r y d a y  t a s k  but so m e th in g  n e w  and d if ferent
I s o m e t i m e s  indulge  m y s e l f  by s p e n d i n g  a da y  at the  mall ...........................
S h o p p in g  is a g o o d  w a y  to  ob tain information about  w h a t  is avai l able  .
I u sual ly  h a ve  o n e  or m ore  ou tf i ts  tha t  are o f  the  very  l a t e st  s t y l e  . . . .
I en joy  being around o ther  s h o p p e r s  w h o  h av e  similar t a s t e s  and v a l u es
I s o m e t i m e s  b r o w s e  throu gh  c a ta l o g s  that  sel l  e x p e n s i v e  i t ems  and  
i m ag i ne  m y s e l f  w ea r in g  or us ing  t h e m ........................................................................
Go ing  s h o p p i n g  is o n e  o f  t h e  m o s t  en joyab le  activi t ies  o f  
t h o s e  I normal ly d o ..................................................................................
I prefer to  s h o p  in larger c i t ie s  w i th  more  s t o re s  t o  c h o o s e  f r o m ................
I on ly  g o  s h o p p i n g  if I n e e d  to  buy so m e th in g  .....................................................
I like to  s h o p  at  d i f ferent  s t o r e s  jus t  t o  add s o m e  variety to  m y  life . . .
I e n j oy  sh op p in g  w h e t h e r  or not  I pu rc ha se  an item ........................................
I v i e w  sh o p p in g  a s  a m e a n s  o f  ge t t ing  phys i cal  ex er c i s e  ..............................
I o f t en  "give m y s e l f  a treat" by g o in g  sh op p i ng  ..................................................
2
2
2
2
2
2
2
2
2
2
2
2
2
2
2
2
Strong ly
A gree
3  4  5
3 4  5
3  4  5
3  4  5
3 4  5
3 4  5
3 4  5
3  4  5
3  4  5
3  4  5
3  4  5
3  4  5
3  4  5
3 4  5
3 4  5
3  4  5
3  4  5
3 4  5
3 4  5
3  4  5
3  4  5
3  4  5
2 5 0
1 am  o f te n  o n e  o f  th e  first p e r so n s  1 k n o w  to  b u y  a n e w  p r od u ct  . .
Strongly  
D isaqree  
. . 1 2 3
Strongly
Aqree
4  5
1 u su a l ly  sh o p  around until 1 find t h e  s to r e  w ith  t h e  l o w e s t  price(s)  . . 1 2 3 4 5)
1 am  o f t e n  c o n s id ered  by o th ers  to  b e  a trend  s e t t e r ................................. 1 2 3 4 5
1 find it e m b arra ss in g  to  " h a g g le ” w ith  retailers o v er  p r i c e .................... 1 2 3 4 5
1 e n jo y  trying on c lo th e s ,  e v e n  if 1 c a n n o t  afford to  bu y  t h e m ............. 1 2 3 4 5
G o in g  s h o p p in g  d o e s  not help m e  fe e l  b etter  w h e n  I'm d e p r e s s e d  . . . . 1 2 3 4 5
1 e n jo y  th e  fee l ing  of p o w e r  1 h a v e  w h e n  b e in g  s e r v e d  by a s a l e s p e r s o n  1 2 3 4 5
S h o p p in g  h e lp s  m e fo rg e t  ab ou t m y  p r o b le m s  .............................................. 1 2 3 4 5
I d o n ' t  g e t  to  sp e n d  a s  m u ch  t im e  a s  I w o u ld  like sh o p p in g  ................ 1 2 3 4 5
I s o m e t i m e s  g e t  to o  w ra p p ed  up in h o w  I l o o k .............................................. 1 2 3 4 5
D o in g  th e  fam ily sh o p p in g  helps  m e  fee l  "fulfilled" a s  a p e r so n  . . . . 1 2 3 4 5
I o f t e n  s p e n d  t im e search in g  over  t h e  b ra n d s  carried by  a s to r e  to  
find th e  b e s t  p o s s ib le  price ......................................................................................... 1 2 3 4 5
I d o n ' t  mind sh o p p in g  for other h o u s e h o ld  m e m b e r s  if th e y  c a n ' t  . . . .  1 2 3 4 5
I e n jo y  talking ab o u t  to p ic s  of c o m m o n  in tere s t  w ith  o th er  s h o p p e r s  (not  
fr ien ds)  w h o m  I m e e t  w h ile  sh o p p in g  .........................................................................1 2 3 4 5
I s p e n d  a lot o f  tim e w orrying a b o u t  h o w  o th e r s  p er c e iv e  m e ............. 1 2 3 4 5
I o f t e n  g o  sh o p p in g  to  e s c a p e  from m y  w o r l d .................................................. 1 2 3 4 5
I lo v e  to  s h o p  for c l o t h e s ................................................................................................ 1 2 3 4 5
I w o u ld  rather pay th e  t ick eted  price than  try and bargain w ith  
a r e t a i l e r .................................................................................................................................... 1 2 3 4 5
I w o u ld  rather do  b u s in e s s  with a local retailer th a n  a national chain  
or d e p a r tm e n t  s to re  .......................................................................................................... 1 2 3 4 5
I find m y s e l f  do ing  all th e  g if t-buying  for t h e  h o u s e h o l d .......................... 1 2 3 4 5
1 d o n ' t  s e e  w h y  a n y o n e  w o u ld  w a t c h  t h e  c a b le  s h o p p in g  n e tw o r k s  . . . 1 2 3 4 5
1 fe e l  extra  sp ec ia l  and included w h e n  1 r e c e iv e  a c a ta lo g  from  a p r e s t ig io u s  
retailer s u c h  as  N eim an -M arcus ...................................................................................... 1 2 3 4 5
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I lo v e  th e  fe e l in g  o f  g e t t in g  a g re a t  deal after a to u g h  n e g o t ia t io n  . . . .
I s p e n d  a g r ea t  deal o f  t im e  e v e r y  day  d e c id in g  on  w h a t  I sh o u ld  w ear
I o f t e n  vis it  s t o r e s  to  b e  th e  first to  k n o w  a b o u t  n e w  p r o d u c ts  or s ty le s
I d o n ' t  h a v e  e n o u g h  m o n e y  to  p u r c h a se  all o f  th e  i t e m s  I w o u ld  like . .
G o in g  to  g a r a g e  s a l e s  is an activ ity  a n y o n e  in t h e  fam ily  ca n  en joy  . . .
D oing  t h e  b uy in g  is o n e  o f  m y ro le 's  for th e  h o u s e h o ld  .................................
S h o p p in g  is a w a y  to  e x p e r ie n c e  n e w  and d if fere n t  t h in g s  to  keep  life 
from  b e c o m in g  b o r i n g .............................................................................................................
I e x p e c t  s a l e s p e o p le  to  find th e  item (s)  for w h ic h  I'm l o o k i n g ....................
I d o n ' t  like to  talk a b o u t  fa s h io n  w ith  m y  fr ien d s  ..............................................
Strongly  
Disaqree  
2
I try to  g o  sh o p p in g  a s  m u ch  a s  p o s s ib le  a s  a w a y  to  g e t  
m y  e x e r c i s e ...................................................................................................
2
2
2
2
2
2
2
2
3
3
3
3
3
3
3
3
3
S trong ly
A g ree
4  5
4
4
4
4
4
4
4
4
5
5
5
5
5
5
5
5
2 3  4  5
IX. INSTRUCTIONS: Please place a check (✓) in the appropriate category for each  
question. The purpose of this information is for classification purposes only. Nothing you  
answ er will be revealed in any w ay. Your answ ers in this section and in all others are 
COMPLETELY CONFIDENTIAL!
1 .
2 .
3.
4 .
AGE: in y ea rs
SEX: 1) M ale   2) F e m a le ____
In to ta l ,  h o w  m a n y  credit ca rd s  d o  y o u  currently  have?_
5 .
7.
W h e n  y o u  w e r e  living at h o m e ,  w h a t  w a s  your parents '  marital s t a t u s .  
P le a s e  c h e c k  th e  appropriate  c a te g o r y .
 Married _______ S in g le
 D ivorced  _______ W id o w e d
H o w  m a n y  brothers  do  yo u  h a v e ?  (Include s t e p  brothers living w ith  yo u r  
fam ily)______
H o w  m a n y  s i s te r s  do  yo u  h a v e ?  (Include s t e p  s i s te r s  living w ith  your  
fam ily)________
D o e s  a n y o n e  in your  fam ily  su f fe r  from  an y  o f  th e  fo l lo w in g  (P le a se  c h e c k  
all th a t  apply)
  A lco h o l i sm   Bulimia _______ Gam bling
 A n orex ia  _______ Drug a b u s e   C o m p u ls iv e  S h o p p in g
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May 10, 1994
Dear Respondent:
The following survey is part  of a doctoral  dissertation and research project 
being conducted by Louisiana Sta te  University. Your nam e w as  randomly 
selected to participate.
This study of American adults focuses  on why you shop and w here  you 
shop. The survey will take approximately 30  minutes  to comple te  and 
some of the  quest ions  may appear  to be repetitive. However,  we  feel that  
the  issues are important and ask tha t  you respond to each  quest ion in a 
thoughtful  and hones t  manner .  We assure  you tha t  ALL OF YOUR 
RESPONSES WILL BE KEPT STRICTLY CONFIDENTIAL AND ANONYMOUS.
This information is very impor tant to the  completion of my Ph.D. degree.
As part of my appreciation for your completed survey, I would be happy to 
forward you a brief synopsis  of the  results  of this s tudy. If you would like 
a summary, please include a sel f-addressed s tam ped  envelope when you 
return the  survey. -
We have enclosed a sel f -addressed,  postage-paid envelope  for you to 
return your completed questionnaire.  Please complete  and return the 
questionnaire by Ju n e  12, 1994.
We thank you in advance for participating.
Leslie Cole Richard G. Netemeyer
Doctoral Candidate Assoc ia te  Professor
Louisiana State  University Louisiana Sta te  University
2 5 4
QUESTIONNAIRE
Please circle the number w hich m ost appropriately indicates how  often you do or 
feel this.
a.
b.
c.
d.
e.
f.
g-
h.
k.
m.
n.
o.
P-
q-
r.
s .
t.
m a d e  on ly  th e  m in im u m  p a y m e n t s  on
m y  credit  card s  ..................................................
felt o th er s  w o u ld  b e  horrified if
th e y  k n e w  o f  m y  s p e n d in g  h a b i t s .............
o f t e n  buy th in g s  s im p ly  b e c a u s e  th e y
are on  s a l e ..................................................................
w r o t e  a c h e c k  w h e n  I k n e w  I d idn 't  h a v e  
e n o u g h  m o n e y  in t h e  bank t o  c o v e r  it. . 
h a v e  re a c h ed  th e  m a x im u m  limit on  at 
l e a s t  o n e  o f  m y  cred it  c a r d s .......................
b o u g h t  s o m e th in g  and w h e n  I g o t  h o m e  
I w a s n ' t  su re  w h y  I had b o u g h t  it. . 
really b e l iev e  th a t  h a v in g  m o r e  m o n e y  
w o u ld  s o l v e  m o s t  o f  m y  p r o b le m s .  . 
b o u g h t  s o m e th in g  in order to  m a k e
m y s e l f  fee l b e t t e r ............................................
ju s t  w a n te d  to  b u y  th in g s  and d idn't
ca re  w h a t  I b o u g h t .....................................
fe lt  a n x io u s  or n e r v o u s  o n  d a y s  I 
d id n 't  g o  s h o p p i n g .........................................
R a re ly  S o m e t i m e s  O f t e n  V e r y  O f t e n
h a v e  felt  d e p r e s s e d  after s h o p p in g .  . 
w e n t  o n  a bu ying  b in g e  and w a s n ' t
ab le  to  s t o p .........................................................
I h a v e  b o u g h t  th in g s  t h o u g h  I c o u ld n ' t
afford t h e m .........................................................
M y c l o s e t s  are full o f  u n o p e n e d  it em s  
W h e n  I s h o p  w ith  m y  cred it  card(s )  I 
te n d  to  m a k e  u n p la n n e d  p u r c h a s e s . 1
I h a v e  re a c h ed  m y  c a r d 's  credit
limit b e f o r e ................................................................. 1
W ith a credit  card , p rice  is
n o t  im p o r ta n t ............................................................ 1
W h e n  I g e t  m y  cred it  card bill I
p a y  th e  total a m o u n t  d u e ..............................  1
W h e n  I u s e  m y  cred it  card I h a v e  
e n o u g h  m o n e y  a va ilab le  in m y  bank
a c c o u n t  to  p ay  for t h e  p u r c h a s e s   1
I h a v e  b e e n  told th a t  m y  current credit  
limit is in su ff ic ien t  w h e n  I tried  
to  u s e  m y  credit  card  to  p a y  for 
m y  p u r c h a s e s ...........................................................  1
2
2
2
2
2
2
2
2
2
3
3
3
3
3
3
3
3
3
3
3
3
4
4
4
4
4
4
4
4
4
4
4
4
5
5
5
5
5
5
5
5
5
5
5
5
2 5 5
Please circle the number which most appropriately represents your feelings about
the statement.
S t r o n g ty  S l ig h t ly  S l ig h t ly  S t r o n g ly
D is a g r e e  D i s a g r e e  D i s a g r e e  N e u t r a l  A g r e e  A g r e e  A g r e e
a. I adm ire p eo p le  w h o  o w n  e x p e n s i v e
h o m e s ,  cars and c lo t h e s  . . . .  1 2  3  4  5 6  7
b. S o m e  o f  th e  m o s t  im portant
a c h ie v e m e n t s  in life include
acquiring material p o s s e s s i o n s .  1 2  3  4  5 6  7
c. I d o n 't  p lace  m u ch  e m p h a s is  on
th e  a m o u n t  o f  material o b je c t s  
p e o p le  o w n  as  a s ign
o f  s u c c e s s .............................................. 1 2  3  4  5 6  7
d. T h e  th in g s  I o w n  s a y  a lot a b o u t
h o w  w ell  I'm d o ing  in life . . . .  1 2  3  4  5 6  7
e .  I like to  o w n  th in g s  that
im p ress  p e o p le  1 2 3 4  5 6  7
f. I d o n 't  p ay  m u ch  a tten t io n  to
th e  material o b je c t s  o ther
p e o p le  o w n ............................................... 1 2  3  4  5 6  7
g .  I u su a lly  buy only th e  th in gs
I n e e d  1 2 3  4  5  6  7
h. I try to  keep  m y life s im p le ,  a s  far
a s  p o s s e s s i o n s  are c o n c e r n e d .  1 2  3  4  5 6  7
i. T h e  th in g s  I o w n  aren 't  all
th a t  im portant to  m e .......................... 1 2  3  4  5 6  7
j. I en joy  s p e n d in g  m o n e y  on  th in g s
th a t  aren 't  p r a c t i c a l ...........................1 2  3  4  5 6  7
k. Buying th in g s  g iv e s  m e  a lot
o f  p le a s u r e ................................................ 1 2  3 4  5 6  7
I. I like a lot o f  luxury in m y
life ...............................................................1 2  3 4  5  6  7
m. I put l e s s  e m p h a s is  on material
th in g s  than m o s t  p e o p le  I k n o w  1 2 3  4  5 6  7
n. I h a v e  all th e  th in gs  I really
n e ed  to  enjoy  life  1 2 3  4  5 6  7
o. M y life w o u ld  be better  if I
o w n e d  certain th in g s  I d o n ' t  havft 2  3  4  5 6  7
p. I w o u ld n 't  be any  happier if I
o w n e d  nicer t h i n g s .............................. 1 2  3  4  5  6  7
q. I'd be  happier if I co u ld  afford
to  buy m ore  th in g s  ...........................1 2  3  4  5  6  7
r. It s o m e t im e s  b o th er s  m e  qu ite  a bit
th a t  I ca n 't  afford to  buy all
th e  th in g s  I'd like .............................. 1 2  3  4  5  6  7
2 5 6
Please circle the number which most appropriately represents your feelings about
the statem ent.
a. 1 d a y d r e a m  a lo t ..........................................................................................
S t r o n g ly
D is a q r o e
. . 1
S l ig h t ly
D i s a q r e e
2
N e u tra l
3
S lig h t ly
A q re e
4
S t r o n g ly
A g re e
5
b. W h e n  1 g o  to  t h e  m o v ie s ,  1 find it 
e a s y  to  l o s e  m y s e l f  in th e  f i lm .............. . .  1 2 3 4 5
c. 1 o f t e n  think o f  w h a t  m ight  
h a v e  b e e n  ........................................................ . . 1 2 3 4 5
d. 1 prefer fa n t a s y  o v er  reality .................... . . 1 2 3 4 5
e . 1 like to  im a g in e  th a t  m y life 
is b etter  th a n  it really i s ............................. 1 2 3 4 5
f. 1 w is h  1 w e r e  m o re  like th e  p eo p le  
1 s e e  on  t e l e v i s i o n ............................................................................ . . 1 2 3 4 5
g- B r o w s in g  th ro u g h  c a ta lo g s  is a 
w a s t e  o f  t i m e .............................................................................................. . . 1 2 3 4 5
h. A s a l e s p e r s o n  sh o u ld  perform any  
r e a s o n a b le  r e q u e s t  1 h a v e ............................................. . . 1 2 3 4 5
i. 1 e n jo y  look in g  at in terest in g  or 
a ttr a c t iv e  s t o r e  d i s p l a y s ................................................ . . 1 2 3 4 5
j- 1 lo v e  t h e  "feel" o f  a s to r e  w h ich  
is in tu n e  w ith  m y  n e e d s  and d es ire s . . 1 2 3 4 5
k. W h e n  t h e  g o in g  g e t s  to u g h ,
1 g o  s h o p p i n g ............................................................................................... . . 1 2 3 4 5
1. W h e n  1 h a v e  had a bad d ay ,  1 
find th a t  b u y in g  m y s e l f  s o m e th in g  
n ic e  m a k e s  m e  fe e l  better .................................... . . 1 2 3 4 5
m. 1 a lw a y s  m a k e  s a l e s p e o p le  drop w h a t  
th e y 'r e  d o in g  to  ca ter  to  m y  n e e d s .  . . . 1 2 3 4 5
n. 1 o f t e n  d a y d r e a m  a b o u t  th e  p r o d u cts  
1 m ig h t  b u y  ................................................................................................ . . 1 2 3 4 5
0 . S o m e t i m e s  just  th e  th o u g h t  o f  g o in g  
s h o p p in g  m a k e s  m e  feel better. 1 2 3 4 5
P- S h o p p in g  is a w a y  to  find n e w  and d if feren t  
s t o r e s  an d  p r o d u c ts  ....................................... 1 2 3 4 5
q- I o f t e n  fee l  superior  to  th e  sa le s  
p e o p le  w h o  w a it  o n  m e ............................. . . 1 2 3 4 5
r. T o m e ,  s h o p p in g  is a recreational  
a c t iv i ty ................................................................... . . 1 2 3 4 5
s . I en jo y  sh o p p in g  at s to r e s  that  
im ply  I'm w e a l t h y ....................................... . . 1 2 3 4 5
t. S o m e t i m e s  I find m y s e l f  d ra w n  to  a 
particular s to r e  b e c a u s e  
o f  its " a t m o s p h e r e " .................................... 1 2 3 4 5
u. It's p lea su ra b le  v is it ing  a s to re  w h ic h  
h a s  a ta s te fu l  and nicely  d eco ra ted  
s t o r e  interior ................................................. . . 1 2 3 4 5
2 5 7
S t r o n g ly
D is a g r e e
V .
W ,
X .
y-
z.
S h o p p in g  is n o t  a p lea sa n t  activity
to  m e  .....................................................................
S h o p p in g  th e  s t o r e s  w a s t e s  m y t im e. . 
W h e n  I hear a b o u t  a n e w  sto re ,  I take  
a d v a n ta g e  o f  th e  first  
op p o r tu n ity  to  find ou t  m ore ab ou t  it . 
I've o f t e n  sa id ,  "So m an y  malls,
s o  little t im e " .......................................................
I'm really h a p p y  w h e n  I find n e w  and  
u n iq u e  s t o r e s .......................................................
S l ig h t ly
D i s a g r e e
2
2
2
2
2
3
3
3
3
3
S l ig h t ly
A g r e e
4
4
4
4
4
S t r o n g ly
A g r e e
5
5
5
IV. Please circle the number which m ost appropriately represents your feelings about 
the statem ent.
S t r o n g ly  S l ig h t ly
D i s a g r e e  D i s a g r e e
a.
b.
c .
d.
e.
f.
g.
h.
k.
m.
n.
I s o m e t i m e s  im a g in e  w h ich  product(s)
I m igh t  bu y  if I had unlimited
m o n e ta r y  r e s o u r c e s .........................................
I en jo y  im agin ing  m y s e l f  w earin g  or
u s in g  certa in  p r o d u c t s ...................................
I find m y s e l f  thinking ab o u t  p rod u cts  
I w o u ld  like to  p u r c h a se  or o w n  . . . .  
S h o p p in g  is n o t  just  an ev eryd a y  
ta sk  but s o m e th in g  n e w  and different  
I s o m e t i m e s  in d u lg e  m y se lf  by sp en d in g  
a d a y  at th e  m all ................................................
I s o m e t i m e s  b r o w s e  through  c a ta lo g s  that  
sell e x p e n s i v e  it em s  and  
im a g in e  m y s e l f  w ea r in g  or using th em .  
Going s h o p p in g  is o n e  o f  th e  m o s t  
en jo y a b le  a c t iv it ie s  o f  t h o s e
I norm ally  do  .......................................................
I like to  s h o p  at d if ferent s to r e s  just
to  add s o m e  variety  to  m y life.....................
I o f t e n  "give m y s e l f  a treat" by
g o in g  s h o p p i n g ....................................................
G oing  sh o p p in g  d o e s  n ot  help m e  feel  
better  w h e n  I'm d e p r e s s e d ..........................
I en joy  t h e  fee l in g  o f  p o w er  I have  
w h e n  b e in g  s e r v e d  by a s a le s p e r s o n  . . 
S h o p p in g  h e lp s  m e  to  fo rg e t  about
m y  p r o b lem s  .......................................................
I s p e n d  a lot o f  t im e  worrying ab ou t
h o w  o th e r s  p er c e iv e  m e ..................................
I o f t e n  g o  sh o p p in g  to  e s c a p e  from  
m y  w o r l d .................................................................
2
2
2
2
2
2
2
2
2
2
2
2
2
3
3
3
3
3
3
3
3
3
3
3
3
3
S l ig h t ly
A g r e e
4
4
4
4
4
4
4
4
4
4
4
4
4
S t r o n g ly
A g r e e
5
5
5
5
5
5
5
5
5
5
5
5
5
o.
p-
q-
r.
s .
t.
u.
V .
w .
X .
y-
z.
aa.
bb.
cc .
2 5 8
S t r o n g ly  S l ig h t ly
D i s a g r e e  D i s a g r e e
S l ig h t ly  S tr o n g ly
A g r e e  A g re e
I feel extra  sp ec ia l  an d  in c lud ed  w h e n  
I r ec e iv e  a c a ta lo g  from  a p r e s t ig io u s
retailer s u c h  a s  N e im a n - M a r c u s ..................... 1
S h o p p in g  is a w a y  to  e x p e r ie n c e  n e w  and  
different th in g s  to  k ee p  life from
b e c o m in g  b o r i n g ..................................................... 1
I e x p e c t  s a l e s p e o p le  to  find t h e  item (s)  for
w h ich  I'm l o o k i n g ..................................................1
W h en  I h a v e  m o n e y ,  I c a n n o t  help  but
sp e n d  part or t h e  w h o l e  o f  it ........................
I am o f t e n  im p u ls iv e  in m y  b u y in g  
b e h a v io r .......................................................................
For m e ,  sh o p p in g  is a w a y  o f  fac in g  
th e  s t r e s s  o f  m y  daily  life and
of r e l a x i n g ...............................................................
I s o m e t im e s  fee l th a t  s o m e t h in g  ins ide
m e p u sh e d  m e  to  g o  s h o p p i n g ....................
There are t im e s  w h e n  I h a v e  a s tro n g  
urge to  b u y  (c lo th in g ,  c o m p a c t
d is c s ,  e t c . ) .................................................................
A t t im e s ,  I h a v e  fe lt  s o m e w h a t  guilty  
after b u ying  a p r o d u c t ,  b e c a u s e  t h e
p u rc h a se  s e e m e d  u n r e a s o n a b l e .................
There are s o m e  t h in g s  I b uy  th a t  I do  
not s h o w  to  a n y b o d y  for fear  o f  being  
p erce iv ed  a s  irrational in m y
buying b e h a v io r ......................................................
I o f te n  h a v e  an u n e x p la in a b le  u rge,  
a s u d d e n  and s p o n t a n e o u s  d es ire ,  t o  g o  
and buy s o m e t h in g  in a s t o r e ....................
A s  s o o n  a s  I e n ter  a s h o p p in g  cen te r ,
I h av e  an irresist ib le  u rge  to  g o  into
a sh o p  to  buy s o m e t h i n g .................................
I am o n e  o f  t h o s e  p e o p le  w h o  o f t e n  
r e sp o n d s  to  d irect mail o f fe r s  
(for e x a m p le ,  b o o k s  or c o m p a c t  d is c s ) .
I hav e  o f t e n  b o u g h t  a p ro d u c t  th a t  I 
did not n e e d ,  w h i le  k n o w in g  th a t  I
had very  little m o n e y  le f t .................................
If I h a v e  an y  m o n e y  left  at t h e  en d  
of th e  pay  period , I ju s t  h a v e  
to  sp e n d  i t ...............................................................
2
2
2
2
3
3
3
3
4
4
4
4
2 3 4  5
2 3  4  5
2  3  4  5
2 5 9
V. T hese statem ents relate to w hen you w ere a child and/or a teenager in high
school. P lease read each statem ent carefully and circle the number which m ost 
appropriately indicates how  often this happened to you when you w ere a child or 
a teenager.
N e v e r  R a re ly  S o m e t i m e s  O f t e n  V e r y  O f t e n
a. M y p a ren ts  a lw a y s  fo u g h t  a b o u t  m y
m o t h e r ' s  sp e n d in g  h a b i t s ................................  1 2  3  4  5
b. M y p a ren ts  w o u ld  b u y  m e  s o m e th in g
n e w  to  s h o w  m e  th e y  lo v e d  m e .................  1 2  3  4  5
c. M y p aren t  w o u ld  h ide th in g s  s / h e  had
b o u g h t  s o  n o  o n e  w o u ld  k n o w  h o w
m u c h  s / h e  had s p e n t ..........................................  1 2  3  4  5
d. M y m o th er  lo v e s  to  s h o p ,  e v e n  if s h e
c a n ' t  afford it ........................................................... 1 2  3  4  5
e .  M y p a re n ts  w e r e  a lw a y s  m o re  financially
s u p p o r t iv e  o f  m e  th a n  em o t io n a l ly
su p p o r t iv e  o f  m e .................................................. 1 2 3  4  5
f. W h en  I w a s  s a d ,  s o m e o n e  c l o s e  to  m e  to o k  
m e  o u t  for a t r e a t .................................................. 1 2 3 4 5
g- W h e n  m y  parent felt  d e p r e s s e d ,  s / h e  
w e n t  s h o p p i n g .............................................. . . 1 2 3 4 5
h. M y parent(s)  o f t e n  b o u g h t  th in g s  
for no  a p p a ren t  re a so n  ........................... . . 1 2 3 4 5
i. M y parent(s)  o f t e n  g a v e  m e  g if t s  
a s  a s ig n  o f  a f f e c t i o n ................................. 1 2 3 4 5
j- M y parent(s)  g a v e  m e  little a t ten t io n ,  
b u t  a lo t  of material g i f t s ........................... . . 1 2 3 4 5
k. M y m o th e r  o f t e n  b o u g h t  th in g s  s h e  
co u ld  n o t  a f fo r d ............................................... . . 1 2 3 4 5
I. W h e n  I fe lt  d e p r e s s e d ,  m y  parent(s)  
b o u g h t  m e  g if t s  to  m ak e  m e  
fee l  b e t t e r ............................................................ . . 1 2 3 4 5
m. W h en  s o m e t h in g  bad h a p p e n e d  to  m e ,  
s o m e o n e  c lo s e  to  m e  (a p arent,  
a gran d p a ren t ,  e tc . )  a lw a y s  g a v e  m e  
s o m e th in g  n e w ,  s o  I w o u ld  
fee l  b etter  ........................................................ . . 1 2 3 4 5
n. It s e e m s  th a t  m y m o m  and dad a lw a y s
had m o r e  m o n e y  to  g iv e  th a n
true a f f e c t io n ............................................................ 1
o .  T h o u g h  m y  p aren t(s)  w e r e  rarely
su p p o r t iv e  o f  m e  in an  
e m o t io n a l  s e n s e ,  th e y  b o u g h t  m e  m o s t
o f  th e  th in g s  I w a n t e d ..................................... 1
p. W h en  m y  parent w a s  und er  s t r e s s ,
s / h e  w e n t  s h o p p i n g ...........................................  1
q. S o m e t im e s  m y  parent w o u ld  s h o p  to  m ak e
h im /h erse l f  fee l  b e t t e r ........................................  1
Please circle the  number which most appropriately represents  your level of
agreement with the statement.
S t r o n g ly S l ig h t ly S l ig h t ly S t r o n g ly
D is a q r e e D is a q r e e D is a q r e e N e u t r a l A g r e e A g r e e A q re
a. Even w h e n  1 s e e  so m e th in g  1 really  
like, 1 d o  n ot  buy it 
u n le s s  it is a p lanned p u rch a se  1 2 3 4 5 6 7
b. W h e n  I g o  s h o p p in g ,  I buy  th in g s  I 
had n o t  in ten d ed  to  p u rc h a se  . 1 2 3 4 5 6 7
c . I avo id  b u y in g  th in gs  that are 
n ot  on  m y  sh o p p in g  l i s t ............. 1 2 3 4 5 6 7
d. It is fun  to  b u y  s p o n t a n e o u s ly  . 1 2 3 4 5 6 7
e . I do  n o t  b u y  until I can m ake  
su re  I am  g e tt in g  a real bargain 1 2 3 4 5 6 7
f. On t h e  w h o le ,  I am sa t is f ied  
w ith  m y s e l f  ....................................... 1 2 3 4 5 6 7
g- A t t i m e s ,  I think th at  I am no  
g o o d  at a l l .......................................... 1 2 3 4 5 6 7
h. I fe e l  th a t  I h a v e  a num ber  of  
g o o d  qualities  . ................................. 1 2 3 4 5 6 7
i. I am able  to  do  th in g s  as  well  
a s  m o s t  o th er  p e o p l e ....................1 2 3 4 5 6 7
j- I fe e l  I d o  n o t  h a v e  m u ch  to  be  
proud o f  ..............................................1 2 3 4 5 6 7
k. I certa in ly  fee l  u s e l e s s  at t im e s  . 1 2 3 4 5 6 7
1. I fee l  th a t  I am a p erso n  o f  w o r th ,  
at le a s t  o n  an equal plane  
w ith  o th e r s  ....................................... 1 2 3 4 5 6 7
m. I w is h  I cou ld  h a v e  more  
r e s p e c t  for m y s e l f .......................... 1 2 3 4 5 6 7
n. All in all, I am inclined to feel  
th a t  I am a f a i l u r e .......................... 1 2 3 4 5 6 7
0 . 1 ta k e  a p o s i t iv e  att itude  
to w a r d  m y s e l f  . .............................. 1 2 3 4 5 6 7
P- I a lm o s t  a lw a y s  a c c e p t  a dare . 1 2 3 4 5 6 7
q- I like to  b e  w ith  p e o p le  w h o  
are u n p r e d ic ta b le ...............................1 2 3 4 5 6 7
r. Rarely, if ev er ,  do I do  
a n yth in g  r e c k le s s .............................. 1 2 3 4 5 6 7
s . I w o u ld  n ev er  p a s s  up s o m e th in g  
th a t  s o u n d e d  like fun just  
b e c a u s e  it so u n d e d  a bit 
h a z a r d o u s  .......................................... 1 2 3 4 5 6 7
t. F req u en tly ,  I like to  tak e  a 
c h a n c e  o n  s o m e th in g  that  
isn 't  su re ,  su c h  as  gam bling .  . 1 2 3 4 5 6 7
261
VII.
S t r o n g ly
D is a g r e e D is a g r e e
S l ig h t ly
D i s a g r e e N e u t r a l
S l ig h t ly
A g r e e A g re e
S t r o n g ly
A g re e
u. I o f t e n  fee l  bad w h e n  I h a v e  
p u r c h a se d  s o m e t h in g  I 
didn't n e e d  ........................................1 2 3 4 5 6 7
V. S o m e t im e s ,  I fe e l  gu ilty  a b o u t  
h o w  m u c h  m o n e y  I h a v e  s p e n t  1 2 3 4 5 6 7
w . I h a v e  n e v e r  felt  gu ilty  a b o u t  
m y  s h o p p in g  h a b i t s ....................... 1 2 3 4 5 6 7
Please circle the number w hich m ost closely reflects your ow n feelings/behaviors.
S t r o n g ly
D is a q r e e D is a g r e e
S l ig h t ly
D i s a g r e e N e u t r a l
S l ig h t ly
A g r e e A g re e
S t r o n g ly
A g re e
a. I am an im p u ls iv e  p e r so n  : . . . . 1 2 3 4 5 6 7
b. I do m a n y  th in g s  o n  th e  
"spur o f  th e  m o m e n t ."  ............. 1 2 3 4 5 6 7
c. A t t im e s  I fee l  I h a v e  little 
con tro l  o v er  m y  b eh av io r  . . .  1 2 3 4 5 6 7
d. M an y  o f  th e  th in g s  I do  
are n o t  p lan n ed  ..............................1 2 3 4 5 6 7
e. I do  a lot o f  th in g s  o n  im p u lse  . 1 2 3 4 5 6 7
f. I fee l a n x io u s  at so c ia l  
g a th e r in g s  ........................................... 1 2 3 4 5 6 7
g- I am u su a l ly  n e r v o u s  w ith  p e o p le  
u n le s s  I k n o w  th e m  w ell  . . . .  1 2 3 4 5 6 7
h. I o f t e n  fee l  n e r v o u s  or t e n s e  . . .  1 2 3 4 5 6 7
i. In gen era l ,  I am  a n e r v o u s  
p e r s o n ..................................................... 1 2 3 4 5 6 7
j- I o f t e n  find it hard to  relax . . . .  1 2 3 4 5 6 7
k. I freq u en t ly  find m y s e l f  w orrying  
a b o u t  s o m e t h i n g ..............................1 2 3 4 5 6 7
I. A lm o s t  e v e r y  d a y  so m e th in g  
h a p p e n s  to  fr ighten  m e  ............. 1 2 3 4 5 6 7
m. I am certa in ly  lacking in 
s e l f - c o n f i d e n c e ................................. 1 2 3 4 5 6 7
n. Even w h e n  I am  w ith  p e o p le  I 
fee l lo n e ly  m u ch  o f  th e  t im e  . . 1 2 3 4 5 6 7
0. M uch o f  t h e  t im e  I fee l  as  if 
I h a v e  d o n e  s o m e t h in g  w r o n g  
or evil .....................................................1 2 3 4 5 6 7
p. freq u en t ly  g e t  n a s t y  th o u g h t s  
and h a v e  d if f icu lty  ge tt in g  
rid o f  t h e m ............... ..........................
2 6 2
VIII.
S t r o n g ly
D is a q r e e
q. I find th at  a lm o s t  e v e r y d a y  I am
u p s e t  by u n p le a s a n t  th o u g h t s  that  
c o m e  to  m y  m ind a g a in s t
m y  will ..................................................... 1
r. I u su a l ly  h a v e  s e r io u s  d o u b ts
a b o u t  th e  s im p le  e v e r y d a y
th in g s  I d o ...........................................
s .  E ven w h e n  I d o  s o m e t h in g  very
carefully ,  I o f t e n  fe e l  that
it is n ot  q u ite  right .......................
t. All in all, m y  ch i ld h o o d  w a s
a h a p p y  o n e ..........................................
u. A s  a child, I o f t e n  fe l t  n e g le c t e d
b y  m y  p aren ts  .................................
v. T h ro u g h o u t  m y  ch i ld h o o d ,  m y
p aren ts  g a v e  m e  a lot
o f  a f f e c t io n ............................................
w .  M y p aren ts  h a v e  a lw a y s  b een
su p p o r t iv e  o f  m e ................................
x . T h ere  h a v e  b e e n  t im e s  w h e n  m y
p a ren ts  h a v e  m a d e  m e  fee l
in a d eq u a te  or inferior .....................
y . P ro fe ss io n a l  a c h ie v e m e n t s  are
an o b s e s s i o n  w ith  m e ....................
z. I w a n t  o th e r s  to  loo k  up to  m e
b e c a u s e  o f  m y  a c c o m p l i s h m e n ts
S l ig h t ly  S l ig h t ly  S t r o n g ly
D is a g r e e  N e u t r a l  A g r e e  A g r e e  A g re e
2
2
2
2
2
2
2
2
3 4
3 4
3 4
3 4
3 4
3 4
3 4
3  4
5
5
5
5
5
5
5
5
6  7
6  7
6  7
6
6
6  7
6  7
6  7
Please circle the number which m ost closely reflects your own feelings/behaviors.
S t r o n g ly
D is a g r e e  D is a g r e e
S l ig h t ly  S l ig h t ly  S t r o n g ly
D is a g r e e  N e u tr a l  A g r e e  A g r e e  A g r e e
b.
c.
d.
e .
f.
g-
I am  m ore  c o n c e r n e d  w ith  
p ro fe s s io n a l  s u c c e s s  than
m o s t  p e o p le  I k n o w ......................
A c h iev in g  grea ter  s u c c e s s  than  
m y  p e ers  is im p o rtan t  to  m e.
I w a n t  m y a c h ie v e m e n t s  to  be
r e c o g n iz e d  by  o t h e r s ................
In a p r o fe s s io n a l  s e n s e ,  I am a
v ery  s u c c e s s f u l  p e r s o n ..............
M y a c h ie v e m e n t s  are highly  
regarded  by o th e r s  ....................
I am an a c c o m p l i s h e d  p erson  
I am  a g o o d  e x a m p le  o f
p ro fe s s io n a l  s u c c e s s .............
O th ers  w is h  t h e y  w e r e  as  
s u c c e s s f u l  a s  m e  ....................
2
2
2
2
2
2
2
2
3
3
3
3
3
3
3
3
4
4
4
4
4
4
4
4
5
5
5
5
5
5
5
5
6
6
6
6
6
6
6
6
7
7
7
7
7
7
7
7
2 6 3
S t r o n g ly  S l ig h t ly  S l ig h t ly
D i s a g r e e  D i s a g r e e  D i s a g r e e  N e u t r a l  A g r e e  A g r e e
i. O n c e  I h a v e  m a d e  a c h o ic e  on
w h ich  s to re  to  buy th in g s  
from , I prefer sh o p p in g
there  w ith o u t  trying o th er  s t o r e s !  2  3  4  5 6
j. W e ll -k n o w n  s to r e s  n ever  sell
poor quality p r o d u c t s  1 2  3 4  5  6
k. I prefer d o in g  m o s t  o f  m y  s h o p p in g
in th e  s a m e  s t o r e s
I h a v e  a lw a y s  sh o p p e d  in. . . .  1 2  3  4  5  6
I. I ju d ge  th e  v a lu e  o f  s o m e  p r o d u c ts
by th e  n a m e  o f  th e
s to r e  that  se l ls  t h e m  1 2 3  4  5  6
m. I do  not  mind sp e n d in g  a lot o f
tim e sh o p p in g   1 2  3 4  5  6
n. I like to h a v e  a g reat  deal o f
inform ation b e fo re  I b u y   1 2  3  4  5 6
o .  I w o u ld  rather sh o p  at a s t o r e  o f
m y  c h o ic e  than  a s to re  th a t  is
c o n v e n ie n t  in th e  n e ig h b o r h o o d .  1 2  3  4  5  6
p. I like to  k eep  up w ith  c h a n g e s  in
s t y le s  and f a s h io n  1 2  3  4  5  6
q. I en joy  go in g  to  big sh o p p in g
m a l l s  1 2  3  4  5 6
r. S h o p p in g  malls are th e  b e s t
p la c e s  to  s h o p  1 2  3  4  5  6
s .  I prefer s h o p p in g  malls o v e r  d o w n t o w n
or other sh o p p in g  a r e a s   1 2  3  4  5  6
t. I s h o p  b e c a u s e  buying  th in g s  m a k e s
m e  hap p y   1 2  3  4  5 6
u. S h o p p in g  is fun   1 2  3  4  5 6
v. I g e t  a real "high" from
sh o p p in g    1 2  3  4  5  6
w .  I am very sa t is f ied  w ith  m o s t  o f
m y  p u r c h a s e s  at d e p a r tm e n t
s to r e s   1 2  3  4  5  6
x. I fee l  very  co m fo r ta b le  w ith  m y
rece n t  p u r c h a se  d e c i s io n s .  . . .  1 2  3  4  5  6
y .  I am c o n f id e n t  th a t  I gen era lly
m ak e th e  right d e c i s i o n s   1 2  3  4  5 6
S t r o n g ly
A q ro e
7
7
7
7
7
7
7
7
7
7
7
7
7
7
7
7
7
2 6 4
IX . Please circle the num ber which most appropriately represents how you feel about
the statem ent.
N o t a t  
all
A  l i t t le  
b it
V e ry
M u c h
a.
b.
c .
d.
e .
9-
h.
i.
j-
k.
I.
m.
n.
o .
P-
q-
r.
s .
fe e l  w orr ied  a b o u t  w h e th e r  I am  
regard ed  a s  a s u c c e s s  or failure. . . . 
am  w orr ied  a b o u t  w h a t  other
p e o p le  think o f  m e .........................................
fe e l  s e l f - c o n s c io u s  ....................................
fe e l  g o o d  a b o u t  m y s e l f ..................  . . .
fe e l  c o n c e r n e d  a b o u t  th e  im p r ess io n  
I am m a k i n g .....................................................
f e e l  d i s p le a s e d  w ith  m y s e l f  . . . 
am  w orr ied  a b o u t  looking foo l ish ,  
fee l  th a t  o th e r s  r e s p e c t  and
adm ire  m e .................................................
fee l  c o n f id e n t  a b o u t  m y abilities  
fee l  s a t i s f ie d  w ith  th e  w a y  m y  
b o d y  lo o k s  right n o w .......................
fe e l  fru stra ted  or rattled a b o u t
m y  p e r f o r m a n c e .................................
f e e l  th a t  I am h av in g  trouble  
u n d e r s ta n d in g  th in g s  that  I read,  
am  d is sa t i s f i e d  w ith  m y w e ig h t .
fee l  a s  sm a r t  a s  o th e r s  .................
am  p le a s e d  w ith  m y  a p p e a r a n ce  
right n o w .................................................
fe e l  c o n f id e n t  th a t  I u n d erstand
th in g s  .....................................................
f e e l  inferior to  o th e r s  at this
m o m e n t ...................................................
fe e l  u n a ttrac t ive  ..............................
fe e l  like I am n ot  d o in g  w ell . .
2
2
2
2
2
2
3
3
3
3
3
3
3
3
3
3
3
3
3
4
4
4
4
4
4
4
4
4
4
E x tr e m e ly
5
5
5
4
4
4
5
5
5
X. Listed below  are a variety of thoughts that pop into people's heads. Please read 
each thought and indicate how  frequently, if at all, the thought occurred to you 
over the past tw o  w eek s. Please circle the appropriate number.
N o t M o d e r a te ly All t h e
a t  ail S o m e t i m e s O f te n O f te n T im e
a. 1 fee l  like I'm up a g a in s t  th e  w orld  . 2 3 4 5
b. I'm no  g o o d ................................................. . 1 2 3 4 5
c . W h y  c a n ' t  1 e v er  s u c c e e d ? ................. . 1 2 3 4 5
d. N o o n e  u n d e r s t a n d s  m e ....................... . 1 2 3 4 5
e. I've let p e o p le  d o w n  .............................. 1 2 3 4 5
f. 1 d o n ' t  think 1 can  g o  on  .................... . 1 2 3 4 5
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g- 1 w is h  1 w e r e  a b e tter  p e r so n
N o t 
a t  all
. 1
M o d e r a t e ly  
S o m e t i m e s  O f t e n
2  3
O f t e n
4
A ll t h e
T im e
5
h. I'm s o  w e a k ..................................... . 1 2 3 4 5
i.
j-
M y li fe 's  n o t  g o in g  th e  w a y  1
w a n t  it to  .....................................
I'm s o  d is a p p o in te d  in m y s e l f
1
1
2
2
3
3
4
4
5
5
k. N oth in g  f e e l s  g o o d  a n y m o r e  . . 1 2 3 4 5
1. 1 c a n ' t  s ta n d  th is  a n y m o r e .  . . . 1 2 3 4 5
m. 1 c a n ' t  g e t  s t a r t e d ....................... . 1 2 3 4 5
n. W h a t ' s  w r o n g  w ith  m e?  . . . . 1 2 3 4 5
0 . 1 w is h  1 w e r e  s o m e w h e r e  e ls e . 1 2 3 4 5
P- 1 c a n ' t  g e t  th in g s  to g e t h e r  . . . 1 2 3 4 5
q- 1 h a te  m y s e l f  ................................. . 1 2 3 4 5
r. I'm w o r t h l e s s ................................. . 1 2 3 4 5
s . W ish  1 cou ld  just  d isa p p ea r  . . 1 2 3 4 5
t. W h a t ' s  th e  m atter  w ith  m e? . . 1 2 3 4 5
u. I'm a l o s e r ........................................ . 1 2 3 4 5
V. M y life is a m e s s  ....................... . 1 2 3 4 5
w . I'm a f a i l u r e ..................................... . 1 2 3 4 5
X. I'll n e v e r  m a k e  it............................. 1 2 3 4 5
V- 1 fee l  s o  h e l p l e s s ............................. . 1 2 3 4 5
z. S o m e t h in g  h a s  to  c h a n g e  . . . . 1 2 3 4 5
aa.
bb.
T h ere  m u s t  be  s o m e t h in g
w r o n g  w ith  m e ...........................
M y fu ture  is b le a k ..........................
1 
. 1
2
2
3
3
4
4
5
5
cc . It's just  n ot  w o r th  i t ..................... . 1 2 3 4 5
dd. 1 c a n ' t  fin ish  a n y th in g  ............. 1 2 3 4 5
P le a s e circ le  t h e  n u m b er  w h ic h  m o s t  c lo s e ly  ref lec ts yo u r  o w n  f e e l in g s / b e h a v io r s .
a. 1 s h o p  for g r o c e r ie s  at m o re  
th an  o n e  s to r e  ...........................
S t r o n g ly
D is a q r e e
1
D is a q r e e
2
S l ig h t ly
D i s a q r e e
3
N e u tra l
4
S l ig h t ly
A g r e e
5
A g r e e
6
S t r o n g ly
A g r e e
7
b. 1 s h o p  for c lo t h e s  a t  m ore  
th an  o n e  s to r e  ........................... . 1 2 3 4 5 6 7
c. 1 s h o p  for h o u s e h o ld  fu rn ish in gs  
and a p p l ia n c e s  at m o re  
th an  o n e  s to r e  ................................. 1 2 3 4 5 6 7
d. I like to  g o  s h o p p in g  w ith  
a f r i e n d ........................................... 1 2 3 4 5 6 7
e . W h e n  I talk to  m y  fr ien d s ,  
s h o p p in g  is a to p ic  
o f  c o n v e r s a t io n ............................ . 1 2 3 4 5 6 7
2 6 6
XII.
S t r o n g l y  S l ig h t ly  
D i s a q r e e  D i s a q r e e  D i s a q r e e N e u tr a l
S l ig h t ly  S t r o n g ly  
A g r e e  A g r e e  A g r e e
f. 1 en joy  go in g  to  regional  
s h o p p in g  c e n t e r s ............................... 1 2  3 4 5 6  7
g- I o f t e n  c o m b in e  s h o p p in g  w ith  
lunch or dinner at
a r esta u ran t...........................................1 2  3 4 5 6  7
h. - W h e n  a n e w  s to re  o p e n s ,  I am
a m o n g  th e  first to  try it .................1 2  3 4 5 6  7
i. I like to  try n e w  and dif ferent  
p la c e s  to  s h o p .....................................1 2  3 4 5 6  7
j- I g e t  a p s y c h o lo g ic a l  lift 
from s h o p p in g ..................................... 1 2  3 4 5 6  7
k. S h o p p in g  g iv e s  m e  a c h a n c e  to  
g e t  ou t  and do  s o m e th in g .  . . .  1 2  3 4 5 6  7
1. I am  in terested  in sh o p p in g  . . .  1 2  3 4 5 6  7
m. I lo v e  to  b r o w s e  th ro u gh  
c a ta lo g s  .............................................. 1 2  3 4 5 6  7
n. I am  ordering m ore  th in g s  from  
m y  h o m e  in order to
s a v e  e n e r g y ...........................................1 2  3 4 5 6  7
0 . By sh o p p in g  at h o m e  th rou gh  
m a il/p h on e  order, I s a v e
a lot o f  t i m e .......................................... 1 2  3 4 5 6  7
P- I d o n 't  like to  s h o p  at h o m e  
th ro u gh  mail or p h o n e  order . . 1 2  3 4 5 6  7
q- I u s e  m ail/p h on e  order from  
h o m e  b e c a u s e  I c a n ' t  find  
w h a t  I w a n t  in t h e  local s t o r e s .  1 2  3 4 5 6  7
r. Mail or p h o n e  ordering at h o m e  
is m ore  c o n v e n ie n t  than
g o in g  to th e  s t o r e ...........................1 2  3 4 5 6  7
s . In -hom e sh o p p in g  via m a i l /p h o n e  
c o s t s  to o  m u ch  for w h a t  
y o u  g e t .....................................................1 2  3 4 5 6  7
In th is  s e c t io n ,  p le a s e  mark th e  b o x  w h ic h  ap propriate ly  r e p r e se n t s  your s h o p p in g
act iv it ie s .
H O W  OFTEN DO YOU GO T O . . .
Once a m on th  Severa l  t im e s /m o n th  Once a w e e k Severa l  t im e s /w e e k
a. a grocery  s tore  □  □ □ □
b. a d ep a r tm en t  s to re  □  □ □ □
c. a sp ec ia l ty  s to re  □  □ □ □
d. a d is c o u n t  s tore  □  □ □ □
e. a w a r e h o u s e  club □  □ □ □
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HOW OFTEN DO YOU SHOP FOR. . .
f. g r o c e r ie s  ( food  o n ly P □ □ □
g- c lo th in g  for y o u r s e l fn □ □ □
h. c lo th in g  for o th e r s  □ □ □ □
i. h o b b ie s  . . . .  □ □ □ □
j. h o u s e h o ld  i t e m s  □ □ □ □
XIII. This list represents activities that you might do in your spare time. Please rank 
them from 1 (ONE) TO 5 (FIVE) based upon how  you spend your time. A ONE 
m eans that you do this activity m ost often, while a FIVE m eans that you do this 
activity least often. When you are finished, you should have each number only 
once.
A tte n d in g  sp o rt in g  ac t iv it ie s  _____
S h o p p in g  _____
S p e n d in g  t im e  w ith  fam ily / fr ien ds  _____
G oin g  to  th e  m o v i e s  or thea ter  _____
W a tc h in g  t e le v is io n  _____
XIV. Please place a check ( / )  in the appropriate category for each question. The 
purpose of this information is for classification purposes only. Nothing you 
answ er will be revealed in any w ay. Your answ ers in this section  and in all others 
are COMPLETELY CONFIDENTIAL!
1. AGE:  in y e a r s
2 .  SEX: 1) M ale____ 2) F em ale____
3 .  In to ta l ,  h o w  m a n y  cred it  c a r d s  d o  yo u  currently h a v e ? ______
4 .  W hat is your marital s t a tu s ?  P le a se  c h e c k  th e  ap propriate  c a te g o r y .
 Married _______ Single
 D iv orced   W id o w e d
5 .  W h at is t h e  las t  gra d e  o f  s c h o o l  y o u  c o m p le te d .
C o m p le ted  gram m ar s c h o o l  ______ _ S o m e  c o l l e g e
S o m e  high s c h o o l  _______  C o l le g e  grad u a te
High s c h o o l  g r a d u a te    P o s t -g r a d u a te  c o l l e g e  d e g r e e
( i .e . ,  M a s te r 's ,  P h .D , Law)
6 .  P le a s e  c h e c k  th e  o n e  c a te g o r y  b e lo w  th a t  b e s t  d e s c r ib e s  your o ccu p a t io n a l  s t a tu s .
S tu d e n t__________________________ _______  Skilled w ork er  (no manual labor but
M anual labor____________________ _______  te c h n ic a l  skills required) ______
P r o fe ss io n a l  _______  Skilled labor (m anual labor but
te c h n ic a l  skills required) ______
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7 . P le a se  c h e c k  th e  o n e  c a t e g o r y  b e lo w  that b e s t  d e s c r ib e s  y o u r  fa m ily 's  p ersona l  
in c o m e  for 1 9 9 3 .
Under $ 1 0 , 0 0 0    $ 1 0 , 0 0 0  to  $ 1 9 , 9 9 9  _______
$ 2 0 , 0 0 0  to  $ 2 9 , 9 9 9  _______  $ 3 0 , 0 0 0  to  $ 3 9 , 9 9 9  _______
$ 4 0 , 0 0 0  to  $ 4 9 , 9 9 9  _______  $ 5 0 , 0 0 0  to  $ 5 9 , 9 9 9  _______
$ 6 0 , 0 0 0  to  $ 6 9 , 9 9 9  _______  $ 7 0 , 0 0 0  or m ore  _______
8 .  H as a n y o n e  in y o u r  im m e d ia te  family (i .e . ,  pa ren ts ,  b roth ers ,  s i s te r s )  su f fe r e d  from  
any o f  th e  fo l lo w in g  d isord ers?  (P lease  c h e c k  all th a t  apply)
 A lc o h o l i sm  _______ Eating Disorder ( i .e . ,  bulimia or anorexia)
 C o m p u ls iv e  G am b lin g   Drug a b u s e
 C o m p u ls iv e  S h o p p in g
9 .  H ave yo u  e v e r  s u f f e r e d  f r o m ‘an y  o f  th e  fo l lo w in g  d iso rd e rs?  (P le a s e  c h e c k  all that  
apply)
 A lc o h o l i sm  _______Eating Disorder ( i .e . ,  bulimia or anorexia)
_ _ _ _ _  C o m p u ls iv e  G am bling   Drug a b u s e
 C o m p u ls iv e  S h o p p in g
THANK YOU FOR YOUR COOPERATION.
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Interv iew  for D ia g n o s i s  o f  C o m p u ls iv e  Buying
I. D e m o g r a p h i c  In f o r m a t i o n
N ote: This s e c t io n  is d e s i g n e d  to  build rapport w ith  th e  client.  T h e s e  q u e s t io n s  
can be a sk ed  in random  order and se v era l  o f  th e m  m a y  be a n s w e r e d  by th e  
in terv iew er,  i .e . ,  race  and g e n d e r .
D a te__________________  N a m e ________________________A g e _________R a c e ____________
G e n d e r _________ Marital S t a t u s _________________O c c u p a t i o n ______________________
E d u c a t io n _______________________
Household Composition
1. Are y o u  married? D iv o rced ?  S in g le?  W id o w e d ?
2 . Do y o u  h a v e  an y  ch i ld ren /s tep ch i ld ren ?  H o w  m a ny?  W h a t  are their a g e s ?
3 .  W ho e ls e  currently l ives  in yo ur  h o u s e ?  (p aren ts  and in - law s;  r o o m m a te s )
II. C u r r e n t  S t a t u s  o f  B u y i n g  B e h a v i o r
N o t  a t  
S e r io u s
A. Do y o u  think y o u  h a v e  a prob lem
w ith  c o m p u ls iv e  b u y in g ?  ...........................1
Description:
N o  C o n c e r n s
B. W hat are your cu rren t c o n c e r n s  a b o u t
your buying  p a ttern s?  ........................ 1
(Why are t h e s e  c o n c e r n s ? )
Description:
C. W ould  y o u  d e sc r ib e  a typ ica l b u y in g  "spree" or " ep isod e"?
(For ex a m p le ,  w h e n  d o e s  o n e  o cc u r ?  W h at  d o  yo u  buy? H o w  m u c h  do  
y o u  sp e n d ?  Is th is  a lot ,  t o o  m u ch ? )
Description:
D. H o w  o f ten  d o  y o u  e x p e r ie n c e  th is  "typical" buying  e p i s o d e ?  
(W eekly? M on th ly?  O n c e  in aw hile? )
Description:
S l ig h t ly  M o d e r a t e ly  S o m e w h a t  V e r y  
S e r io u s  S e r io u s  S e r i o u s  S e r io u s
2 3 4  5
F e w  C o n c e r n s  M a n y  C o n c e r n s
2  3 4  5
2 7 0
E. U s e  T im e line to  e v a lu a te
1. W h e n  w a s  th e  first t im e  th is  ty p e  o f  behavior  occurred?  
(H o w  old w e r e  y o u ?  W h a t  did y o u  buy?)
Description:
2 .  H o w  o f t e n  s in c e  th a t  first t im e  h a s  th e  behavior  occurred?  
(W ould y o u  s a y  th a t  y o u  d o  th is  o f ten ?  O ccas ion a l ly?)  
Description:
3 .  H o w  m u c h  t im e  is t h e r e  u su a l ly  b e t w e e n  e p is o d e s ?  
( D o e s  th e  a m o u n t  o f  t im e  vary?)
Description:
4 .  W a s  th ere  e v er  a t im e  w h e n  t h e  u r g e s  to  buy w e r e  w o rs e  th a n  
o th er  t im e s?
(For e x a m p le ,  w a s  th e r e  a t im e  w h e n  you  e x p e r ie n c e d  b u y in g  
e p i s o d e s  m o r e  o f t e n  th a n  o th er  t im es? )
Description:
5 .  W a s  th ere  e v e r  a t im e  w h e n  t h e  u r g e s  to  buy w e r e  l e s s  th a n  o th er  
t im e s?
(For e x a m p le ,  h a v e  y o u  fo u n d  th a t  th ere  are s o m e  t im e s  w h e n  y o u  
d o n ' t  fe e l  th e  urge  to  b u y  at all?)
Description:
Time Line: Make marks on the line w hich coincide with the client's answ ers. For 
exam ple, if they say that their first experience in this type of behavior w as w hen  
they w ere around age 13 , then write #1 (i.e., the answer to question #1) near the  
"early adolescence" category.
C hdhd  Early Adol.  Late Adol.  Early Adit Y oung Adit Mid.Age R e ti rem en t
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III. C r i t e r i a  C a t e g o r i e s
A. Lack of control: this would be w hen the individual cannot control their 
purchasing once they begin, in spite of potential negative con seq u en ces.
1. H o w  o f t e n  d o  y o u  a c t  o n  your
"urge to  b u y " ? ......................  1
Description:
S o m e t i m e s  O f t e n  V e r y  O f t e n
V e r y  O f t e n
H o w  o f t e n  d o  y o u  g o  into a 
s to r e  and d o n 't  buy? . . 1 
Description:
R a re ly
4
H o w  difficult is it t o  s t o p  
p u rch as in g  o n c e  yo u
h a v e  b eg u n ?  .......................  1
Description:
S l ig h t ly  M o d e r a t e ly  S o m e w h a t  V e ry  
D if f ic u l t  D if f ic u lt  D if f ic u l t  D iff ic u lt
4 .  H o w  o f ten  d o  y o u  return
p u r c h a s e s  th a t  y o u  c o u ld n ' t
res is t  bu y in g?  ....................  1
Description:
S o m e t i m e s  O f t e n  V e r y  O f t e n
5 .  W h a t  p e r c e n ta g e  o f  th e  t im eVVIIUL UOI W I II IV/ Hill ' -'
w o u ld  yo u  d e sc r ib e  your  b u ying
1 ' " jn c o n tr o l la b le ? . . . 0 %  2 5 %  5 0 %  7 5 %  1 0 0 %h abits  a s  ur
(Rating o f  3  or h igher m e e t s  criterion.)
Experiences a lack of control when in a purchasing situation.
A l w a y s
0%
2
O ften
25%
3
S o m e t im e s
50%
4
Rarely
75%
5
Never
100%
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B. Sudden O nset of Behavior (This would be a response to a stim ulus. The 
response w ould be emotional rather than rational, the stimulus could be a 
stressful or negative experience, such as a bad day at w ork/school, 
difficulty with a relationship, or it could be positive, such as a promotion at 
work or a good  grade in school.)
N e v e r  R a re ly  S o m e t i m e s  O f t e n  V e ry  O f te n
1. H o w  o f t e n  is a b u ying  e p i s o d e  
a r e s p o n s e  to  a p o s i t iv e
e m o t io n a l  e x p e r ie n c e ?  . 1  2  3  4  5
(For e x a m p le ,  h o w  o f t e n  do  y o u  e n g a g e  in a buying  e p i s o d e  as  a 
"reward" for a job w ell  d o n e ,  e t  ce tera ? )
Description:
N e v e r  R a re ly  S o m e t i m e s  O f t e n  V e ry  O f te n
2 .  H o w  o f t e n  is a b uying  e p i s o d e  
a r e s p o n s e  to  a n e g a t iv e
em o t io n a l  e x p e r ie n c e ?  . 1  2  3  4  5
(For e x a m p le ,  h o w  o f t e n  d o  y o u  g o  o n  b u y in g  b in g e s  to  m ake  
y o u r s e l f  fe e l  better?)
Description:
V e r y  O f t e n  O f t e n  S o m e t i m e s  R a re ly  N e v e r
3 .  H o w  o f t e n  is  a b u ying  e p i s o d e  a 
p la n n ed  r e s p o n s e  to  a sa le
or a s t o r e  a d v e r t i s e m e n t  1 2  3  4  5
Description:
(Rating o f  3 or h igher m e e t s  criterion.) M ake d e c is io n  b a se d  u p o n  a n s w e r s  to  #1 and # 2 .
B. Experiences a sudden on set of purchasing behavior as a result of som e  
em otional experience.
1 2  3  4  5
Never Rarely S o m e t im e s  Often Always
0 %  2 5 %  5 0 %  7 5 %  1 0 0 %
2 7 3
C. Conflict betw een gratification and consequences: the individual receives 
gratification from th e purchasing behavior, yet understands there are 
con seq u en ces for that behavior. A com pulsive buyer would recognize the 
conflict betw een w hat they want and how  it will affect him or her, but 
he/she is not influenced by this conflict recognition.
1. D o y o u  e n jo y  your  b uying  s p r e e s ?  Do y o u  fee l  b etter  after a 
b u ying  sp r e e ?
Description:
V e r y  O f t e n  O f t e n  S o m e t i m e s  R a re ly
2 .  H o w  o f t e n  d o  th e  short-term  
c o n s e q u e n c e s  in f lu en ce  your  
b u ying  b eh a v io r  w h ile  y o u
are p u r c h a s i n g ? ................. 1 2  3  4
Description:
V e r y  O f t e n  O f t e n  S o m e t i m e s  R a re ly
3 .  H o w  o f t e n  d o  th e  long-term  
c o n s e q u e n c e s  in f lu en ce  your  
b u yin g  b eh a v io r  w h ile  y o u
are p u r c h a s i n g ? ................  1 2  3  4
Description:
C o m p le t e ly  C u t  B a c k  R e tu r n e d  S h o p p e d  L e s s  N o  C h a n g e s
S t o p p e d  B in g e s  S ig n i f ic a n t ly  P u r c h a s e s  F r e q u e n t ly  in  B e h a v io r
4 .  H ave  t h e s e  p ro b lem s  ever  
c a u s e d  y o u  to  c h a n g e  
yo u r  b uy in g
b ehavior?  . . .  1 2  3  4  5
Description:
(Rating o f  3  or h igher m e e t s  criterion.) M ak e d e c is io n  b a se d  upon  th e  a n s w e r s  to  
q u e s t io n s  # 1 , 2 , 3 .
C. Experiences conflict betw een gratification from purchasing and the 
con seq u en ces attached to the purchasing behavior.
1 2 3 4  5
1 0 0 %  t im e  7 5 %  t im e  5 0 %  t ime 2 5 %  t ime 0 %  time
2 7 4
D. Experiences a dissociative feeling during the purchasing p rocess. That is, 
they almost feel as if som eon e e lse  is doing the behavior, not them , it just 
doesn't seem  "real".
N e v e r  R a re ly  S o m e t i m e s  O f t e n  V e r y  O f t e n
Have y o u  e v er  e x p e r ie n c e d  a 
"removed" fe e l in g ,  a lm o s t  like 
you  w e r e  w a tc h in g  y o u r se l f ,  
w h ile  e n g a g in g  in a b u y in g
sp ree?  ..................................... 1 2  3 4  5
Description:
N e v e r  R a re ly  S o m e t i m e s  O f t e n  V e r y  O f t e n
2 . H ave  y o u  ev er  e x p e r ie n c e d  a m e m o r y  
lo s s  w h ile  e n g a g in g  in a
buying sp re e?  ....................  1 2  3 4  5
Description:
N e v e r  R a re ly  S o m e t i m e s  O f t e n  V e r y  O f t e n
3 . H o w  o f t e n  d o  yo ur  u r g e s  to  buy  
interfere w ith  your
daily f u n c t i o n i n g ?   1 2  3 4  5
Description:
N e v e r  R a r e ly  S o m e t i m e s  O f t e n  V e r y  O f t e n
4 .  H ave y o u  e v er  lo o k e d  at a p ro d u c t  
in your h o m e  and w o n d e r e d
w h e n  or w h y  y o u  b o u g h t  if!? 2  3  4  5
Description:
(Rating o f  3  or higher m e e t s  criterion.)
D. Experiences a dissociative reaction while purchasing.
1 2 3  4  5
Never  Rarely S o m e t im e s  O ften  A lw ays
0 %  2 5 %  5 0 %  7 5 %  1 0 0 %
2 7 5
E. Lack of rational evaluation: A com pulsive buyer would not show  any type  
of rational evaluation in their purchasing. For example, they would not 
com pare prices or shop at different stores to  get the best deal. In fact, 
they very often never even use the products they buy.
1. H o w  d o  y o u  d e c id e  w h ic h  p r o d u c ts  to  buy?
Description:
a. Do y o u  c o m p a r iso n  s h o p  a t  d if feren t  s to r e s? Y N
b. Do y o u  c o m p a r e  prices? Y N
c. Do y o u  a sk  for in form ation  fro m  s a le s p e o p le ? Y N
d. Do y o u  c o n s u l t  o u t s id e  s o u r c e s  o f  inform ation? Y N
N e v e r
2 .  H o w  o f t e n  d o  y o u  buy
s o m e t h in g  y o u  d o n 't  really  
n e e d  or n ev er  u se ?  . . . .  1 
Description:
(Rating o f  3  or h igher  m e e t s  criterion.)
E. Exhibits rational evaluation behavior w hen purchasing.
1 2  3 4  5
A l w a y s  O ften  S o m e t i m e s  Rarely Never  eva luat ion  skills
100%  75%  50%  25%  0%
F. Rationalization of consequences: the com pulsive buyer tends to rationalize 
the con seq u en ces of his/her behavior, i.e ., they minimize the true impact 
of their behavior
1. During a b u y in g  e p i s o d e ,  d o  y o u  typ ica lly  find w a y s  to just ify  your  
b ehavior?
Description:
N e v e r  R a r e ly  S o m e t i m e s  O f t e n  V e ry  O f te n
2 .  H o w  o f t e n  d o  y o u  s a y  "I'll b u y  it n o w  
and figure o u t  h o w  to  p ay  for
it l a t e r " ....................................  1 2  3  4  5
Description:
O f te n  V e r y  O f t e n
2 7 6
N a v e r  R a re ly  S o m e t i m e s  O f t e n  V e r y  O f t e n
3 .  A fter  a b u ying  e p is o d e ,  h o w  o f t e n  d o  
y o u  tell y o u r se l f  th at  it will be
t h e  las t  t im e?  .................... 1 2  3  4  5
Description:
(Rating o f  3  or h igher  m e e t s  criterion.)
F. Feels the need to rationalize the con seq u en ces
1 2  3 4
Never Rarely S o m e t im e s  O ften
0 %  2 5 %  5 0 %  7 5 %
of the purchasing behavior.
5
A lw a y s
100%
IV. C u r r e n t  S t a t u s  o f  H a r d s h i p  C r i t e r i a
A .  F i n a n c i a l  P r o b l e m s
N o t a t  S l ig h t ly  M o d e r a t e ly  S o m e w h a t  V e ry
S e r io u s  S e r i o u s  S e r io u s  S e r i o u s  S e r io u s
1. H a v e  y o u  e v e r  e x p e r ie n c e d  an y  financial
p r o b le m s  a s  a resu lt  o f  your
b u y in g  hab its?   1 2  3  4  5
(For e x a m p le ,  h a v e  y o u  e x p e r ie n c e d  a b u y in g  e p i s o d e  and w rit ten  a c h e c k  
th a t  y o u  c o u ld n ' t  co v er?  S h u ff led  yo u r  cred it  c a r d s  arou n d  b e c a u s e  y o u  
w e r e  near th e  limit on several?)
Description:
S o m e o n e  E lse  I P a y  ! P a y  I P a y  I P a y
P a y s  A ll S o m e  H a lf  M o s t  A ll
2. T o  w h a t  e x t e n t  are you  
f inancia l ly  d e p e n d e n t  on
s o m e o n e  e ls e ?  . . . . . . . .  1 2  3  4  5
(That is ,  d o  y o u  p a y  all o f  your o w n  e x p e n s e s ,  m o s t ,  half or just  s o m e  o f  
y o u r  o w n  e x p e n s e s )
Description:
3 .  H o w  m a n y  cred it ca rd s  do  yo u  ha ve?  (Including b an k  c a r d s ,  s u c h  a s  V isa  
or M a sterc a r d ,  ch a r g e  cards ,  s u c h  as  A m e r ic a n  E x p r e s s ,  or s t o r e  cards)
N e v e t  R a re ly  S o m e t i m e s  O f t e n  V e r y  O f t e n
H o w  o f t e n  d o  y o u  . . .
u s e  cred it  c a r d s  for p u rch ased ?  2 3  4  5
u s e  c a s h  for p u r c h a s e s ?  . 1  2  3  4  5
u s e  c h e c k s  for p u r c h a se s ?  1 2  3  4  5
w r ite  c h e c k s  th a t  y o u  cannot! co ver?  2 3  4  5
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(Rating o f  3 or higher m e e t s  criterion.)
A. Experiences financial problems as a result of purchasing behavior.
1 2  3  4  5
Never  Rarely S o m e t i m e s  O ften  A l w a y s
0% 25%  50%  75%  100%
B. E m o t i o n a l  P r o b l e m s
N e v e r  R a re ly  S o m e t i m e s  O f t e n  V e r y  O f t e n
1. H o w  o f t e n  h a v e  y o u  e x p e r ie n c e d  an y
em o t io n a l  p r o b le m s ,  s u c h  a s  guilt,  
fear, e m b a r r a s s m e n t ,  a s  a result
o f  your  b u ying  h a b i t s ?   1 2  3  4  5
(For e x a m p le ,  h a v e  y o u  e v e r  felt  guilty  a b o u t  yo ur  b eh a v iors? )  
Description:
2 .  H o w  s e r io u s  w o u ld  y o u  co n s id e r
t h e s e  p r o b le m s  to  b e ? ....................
Description:
(Rating o f  3 or h igher m e e t s  criterion.)
N o t  a t S l ig h t ly M o d e r a t e ly S o m e w h a t V e r y
S e r io u s S e r io u s S e r io u s S e r io u s S e r io u s
. 1 2 3 4 5
B. Experiences em otional problems as a result of purchasing behavior.
1 2  3  4  5
N ever  Rarely S o m e t i m e s  O ften  A l w a y s
0% 25%  50%  75%  100%
C. R e l a t i o n s h i p  P r o b l e m s
N e v e r  R a re ly  S o m e t i m e s  O f t e n  V e r y  O f t e n
1. H o w  o f t e n  h a v e  y o u  e x p e r ie n c e d  an y  relat ionsh ip
p ro b lem s ,  s u c h  a s  p r o b le m s  w ith  your  s p o u s e ,  
children, p a r e n ts  or fr ien d s ,  a s  a
result  o f  your  b u y in g  h ab its?  1 2  3  4  5
Description:
2 7 8
2 .  H o w  se r io u s  w o u ld  y o u  c o n s id e r  t h e s e
p r o b le m s  to  be? ........................................  1
Description:
N o t a t  S l ig h t ly  M o d e r a te ly  S o m e w h a t  V e r y  
S e r io u s  S e r io u s  S e r io u s  S e r io u s  S e r i o u s
(Rating o f  3  or h igher m e e t s  criterion.)
C. Experiences relationship problems as a result of purchasing behavior.
1 2  3  4  5
N ev er  Rarely S o m e t i m e s  O ften  A l w a y s
0 %  2 5 %  5 0 %  7 5 %  1 0 0 %
V .  G l o b a l  A s s e s s m e n t  o f  P r o b l e m
N e v e r  R a re ly  S o m e t i m e s  O f te n  V e r y  O f t e n
1. Do o th e r s  s e e  your p u rc h a s in g
b eh av io r  a s  a problem ? . . . .  1 2  3  4  5
Description:
E x t r e m e ly  T o le r a n t  L itt le  t o  N o  F in d  it  C o m p le t e ly  
A n g ry  o f  B e h a v io r  R e a c t io n  H u m o r o u s  E n te r t a in e d
2 .  W h a t  t y p e s  o f  r ea c t io n s  or
fe e l in g s  do  t h e  m e m b e r s  o f  your  
h o u s e h o ld  s h o w  to w a r d  your
p u rch a s in g  b e h a v i o r ? .........................  1 2  3 4  5
(For e x a m p le ,  do  you r  fam ily  m e m b e r s  m a k e  c o m m e n t s ?  A re  t h e y  angry?)
Description:
3 .  H as a n y o n e  in your h o u se h o ld / fa m ily  had an y  o f  th e  fo l lo w in g  p rob lem s:
a. a lco h o l ism  ................................................Y e s  N o
b. g a m b lin g  ...................................................Y e s  N o
c. d r u g s ............................................................. Y e s  No
d. anorex ia  n e r v o s a ...................................Y e s  N o
e. b u l i m i a .......................................................... Y e s  N o
f. o v e r e a t in g  (no purging)  Y es  N o
g . c o m p u ls iv e  b u y i n g ............................... Y e s  N o
Description:
4 .  H av e  y o u  e v e r  had a n y  o f  th e  fo l lo w in g  p rob lem s:
a. a lc o h o l is m  ................................. . . . Y es N o
b. g a m b lin g  .................................... N o
c. d ru g s  .............................................. . . . Y es N o
d. an o rex ia  n e r v o s a .................... . . . Y es N o
e. b u l i m i a ........................................... . . . Y es N o
f. o v e r e a t in g  (no purging) . . . . . Y es N o
Description:
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5 .  H o w  h a v e  your buying  habits  a f f e c t e d  yo u r  life? 
D escript ion:
6 .  W h a t  p e r c e n ta g e  o f  th e  tim e w o u ld  yo u  
d e sc r ib e  your buying  habits as
irre sp o n s ib le? ....................................................0 %  2 5 %  5 0 %  7 5 %  1 0 0 %
7 .  W h ich  o f  t h e s e  s t a t e m e n t s  b e s t  d e s c r ib e s  yo u r  d e c is io n  to  e n g a g e  in a 
buying  sp ree?  (S h o w  th e  client a card  co n ta in in g  t h e s e  f ive  s t a t e m e n t s .  
A sk  th e m  to  identify  th e  o n e  s t a t e m e n t  w h ic h  BEST d e s c r ib e s  their  
s i tu ation .  Mark their a n s w e r  on  th is  s h e e t  by p lacing  a c h eck m a rk  on  th e  
line n e x t  to  th e  s t a te m e n t . )
________  "I realize th a t  m y b uying  h ab its  c a n  b e  e x c e s s i v e ,  b u t  I k n o w  th e y
are not a real problem"
________  "I k n o w  th a t  I c a n 't  contro l m y  b u y in g ,  but I just  ca n ' t  res is t
buying a n yw a y "
________ "I co n s id er  m y s e l f  to  be  v ery  r e s p o n s ib le  in m y  b uying  habits"
________  "I argue w ith  m y s e l f  a b o u t  m y  b u y in g  habits"
"I s o m e t im e s  buy to o  m u c h ,  but it i s n 't  a problem "
2 8 0
VI. Diagnostic Checklist for Compulsive Buying
To determine the correct com pulsive buying d iagnosis, review  the ratings on the
previous p ages and mark th o se  item s w here the rating w a s a three or greater.
________A.  Lack of control: this  w ou ld  be w h e n  th e  individual  c a n no t  control
their pu rch as ing  o n c e  th ey  begin,  in sp i t e  o f  potent ia l  nega t ive  
c o n s e q u e n c e s .
________ B. Sudden O nset of Behavior: This w o u ld  be  a r e s p o n s e  to  a
s t im ul u s .  T he  r e s p o n s e  wo u ld  be  e m o t io na l  rather than rational,  
t h e  s t im u lu s  cou ld  be  a s t re s s fu l  or n e g a t i v e  ex p er i e nc e ,  s u c h  a s  a 
bad d a y  at  w o r k / s c h o o l ,  diff iculty w i th  a re lat ionship,  or it cou ld  be  
p os i t i ve ,  s u c h  a s  a promot ion  at  w o r k  or a g o o d  grade  in s c h o o l .
________C. Conflict betw een  gratification and con seq u en ces: th e  individual
re c e i v e s  grat i f icat ion from the  pu rc ha s i n g  behav ior ,  ye t  
u n d e r s t a n d s  there  are c o n s e q u e n c e s  for tha t  behavior .  A 
c o m p u l s i v e  buyer  w ou ld  re co gn i ze  t h e  conf l i c t  b e t w e e n  w h a t  th ey  
w a n t  and h o w  it will a f f ec t  him or her,  bu t  h e / s h e  is not  in f luenced  
by th i s  conf l i c t  r ecogn it i on .
________D. Experiences a dissociative feeling during the purchasing process.
That  is,  t h e y  a lm o s t  fee l  as  if s o m e o n e  e l s e  is do ing  the  behavior ,  
not  t h e m ,  it just  d o e s n ' t  s e e m  "real".
________E. Lack of rational evaluation: A c o m p u l s i v e  buyer  w o u ld  not  s h o w
an y  t y p e  o f  rational evalua t ion  in their purc has ing .  For ex am p le ,  
t h e y  w o u ld  not  c o m p a r e  prices  or s h o p  at  di f ferent  s t o re s  t o  g e t  
t h e  b e s t  deal .  In fac t ,  th e y  very o f t e n  never  e v e n  u s e  the  produc t s  
t h e y  buy .
________F. Rationalization of consequences: th e  c o m p u l s i v e  buyer t e n d s  to
rational ize th e  c o n s e q u e n c e s  o f  h i s /her  behav ior ,  i . e. ,  they  
minimize  t h e  true impac t  o f  their behavior
________G. Experiences financial problems as  a resul t  o f  purchas ing  behavior .
________H. Experiences emotional problems as  a resul t  o f  purchas ing behavior .
_______ I. Experiences relationship problems as  a resul t  of  purchas ing
behavior .
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Direct ions:
In order to  ma ke  the  c o m p u l s i v e  buy ing  d iagn os i s ,  d e ta ch  thi s  ch eck l i s t  and  list t h e  rat ings  
f rom t h e  criteria and hardship c a t eg or i e s .  An  individual is c o n s i d e r e d  to  h a v e  a particular  
criterion if th e y  s c o r e  a three  ("3") or higher.  In order to  be  c o n s i d e r e d  a c o m p u l s i v e  
buyer,
an individual m u s t  h a v e  a th ree  or higher on .  . .
A.  Lack o f  control
an individual m u s t  h a v e  a three  or higher on at l ea s t  o n e  o f  t h e  fo l l owing :
B. S u d d e n  o n s e t  o f  behav ior
C. Conf l i ct  b e t w e e n  c o n s e q u e n c e s  and grati f ication
D. Exper i ences  a d i s so c i a t i v e  fee l ing
an individual m u s t  h a ve  a three  or higher on either o f  t h e  fo l l owing :
E. Lack o f  rational eva lua t ion
F. Rational ization o f  c o n s e q u e n c e s
an individual m u s t  h a ve  a three  or higher on o n e  o f  th e  fo l l owing :
G. Financial pro b le ms
H. Emotional  pro b le ms
I. Relat i onship prob lem s
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October 25,  1994
Dear Respondent:
The following survey is part  of a doctoral  dissertation and research project 
being conducted by Louisiana Sta te  University. Your name w as  randomly 
selected to participate.
This s tudy of American adults focuses  on why you shop and w here  you 
shop. The survey will take approximately 30  minutes to complete  and 
som e  of the questions  may appear  to be repetitive. However,  w e  feel tha t  
the  issues are important and ask  tha t  you respond to each quest ion in a 
thoughtful  and honest  manner .  We assure  you tha t  ALL OF YOUR 
RESPONSES WILL BE KEPT STRICTLY CONFIDENTIAL AND ANONYMOUS.
This information is very important to the  completion of my Ph.D. degree.  
We have enclosed a self -addressed,  postage-paid envelope for you to 
return your completed questionnaire.  Please complete  and return the  
questionnaire as soon as possible.
We thank you in advance for participating.
Leslie Cole Richard G. Netemeyer
Doctoral Candidate Associa te  Professor
Louisiana State University Louisiana Sta te  University
Shopping Behaviors and  Store Choices
Please follow the  directions in each  section. We ask tha t  you fill out 
your questionnaire and RETURN IT IN THE POSTAGE PAID 
ENVELOPE PROVIDED as soon as  possible.  Questionnaire 
RESPONSES WILL BE KEPT CONFIDENTIAL and will only be v iewed  
by LSU researchers .  There is no w ay  to identify the respondents .
College o f  Business A dm in istra tion  
LOUISIANA STATE UNIVERSITY 
Baton Rouge, Louisiana 70803 504-388-8779
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QUESTIONNAIRE
L Please circle the number which m ost appropriately indicates how  often you do or 
feel this.
N e v e r  R a re ly  S o m e t i m e s  O f t e n  V e r y  O f te n
a. 1 m a d e  on ly  the  minimum p a y m e n t s  
on  m y  credit  cards  .......................................... 1 2 3 4 5
b. I fel t  o th ers  wo u ld  be horrified 
if t h e y  k n e w  o f  m y  spend ing  habi t s .  . . 1 2 3 4 5
c. I o f t e n  buy  th ings  s imply b e c a u s e  
t h e y  are on  s a l e .....................................................1 2 3 4 5
d. I w r o t e  a c h ec k  w h e n  I k n ew  I didn' t  
h a v e  e n o u g h  m o n e y  in the  bank to  
c o v e r  it........................................................................ 1 2 3 4 5
e. I h a v e  reached  the  max i mum limit on  
at l ea s t  o n e  o f  my  credit c a r d s .................1 2 3 4 5
f. I b o u g h t  so m e th in g  and w h e n  I g o t  
h o m e  I w a s n ' t  sure  w h y  I had 
b o u g h t  it .....................................................................1 2 3 4 5
g- I really bel i eve that  having more  
m o n e y  wo u ld  s o l v e  m o s t  of  my  
p r o b l e m s .................................................................... 1 2 3 4 5
h. I b o u g h t  so m e th in g  in order to  ma k e  
m y s e l f  fee l  be t t er ................................................. 1 2 3 4 5
i. I ju st  w a n t e d  to  buy  thi ngs  and  
didn' t  care w h a t  I b o u g h t ..............................1 2 3 4 5
j- I fe l t  an x i ou s  or nervous  on d a ys  
I didn ' t  g o  s h o p p i n g ............................................1 2 3 4 5
k. I h a v e  fel t  d e p r e s s e d  after 
s h o p p i n g .................................................................... 1 2 3 4 5
1. I w e n t  on a buying b inge  and  
w a s n ' t  able  to  s t o p .............................................1 2 3 4 5
m. I h a v e  bo ug h t  th i ng s  thou gh  I 
cou ld n ' t  afford t h e m .......................................... 1 2 3 4 5
n. My  c l o s e t s  are full of  u n o p en ed  
i t em s  ........................................................................1 2 3 4 5
0. W h e n  I s h o p  with m y  credit  card(s)
I t e nd  to  make  unplanned p u rc h a se s .  . . 2 3 4 5
P- I h a v e  reached  my  card' s  credit  
limit b e f o r e ............................................................... 2 3 4 5
q- With a credit  card,  price is not  
im po r ta nt ................................................................... 2 3 4 5
r. W h e n  I g e t  my  credit  card bill I 
pa y  th e  total  a m o u nt  d u e .............................. 2 3 4 5
s. W h e n  I u s e  my  credit  card I have  
e n o u g h  m o n e y  available in m y  bank  
a c c o u n t  to  pay  for the  p u r c h a s e s .............. 2 3 4 5
N e v e r  R a re ly  S o m e t i m e s  O f t e n  V e ry  O f te n
t. I h av e  b e e n  to ld th a t  m y  current  credit  
limit is insuf f i c ient  w h e n  I tried 
t o  u s e  m y  credi t  card to  pa y  for
m y  p u r c h a s e s ..........................................................  1 2  3  4  5
Please circle the number which m ost appropriately represents your feelings about 
the statem ent.
S t r o n g ly  S l ig h t ly
D i s a g r e e  D is a g r e e  D i s a g r e e  N e u t r a l
S l ig h t ly
A g r e e
S tr o n g ly  
A g r e e  A g re e
a. I admire p e o p le  w h o  o w n
e x p e n s i v e  h o m e s ,  car s
and c lo t h e s   1 2  3  4  5 6  7
b. S o m e  o f  th e  m o s t  impor tant
a c h i e v e m e n t s  in life include
acquiring material  p o s s e s s i o n s .  1 2  3  4  5 6  7
c.  I d on ' t  p lace  m u c h  e m p h a s i s  on
the  a m o u n t  o f  material  ob jec t s
p eo p le  o w n  as  a s i gn  o f  s u c c e s s l  2  3  4  5 6  7
d. The  th ings  I o w n  s a y  a lot ab ou t
h o w  wel l  I'm do ing  in life . . . .  1 2  3  4  5 6  7
e.  I like to  o w n  th in g s  tha t  imp res s
p e o p l e ........................................................1 2  3  4  5 6  7
f. I do n ' t  pay  m u c h  a tt ent ion  to  th e
material  o b je c t s  o ther  p eo p l e  o w h .  2  3  4  5  6  7
g.  I usual ly  bu y  on ly  th e  th ings
I n e e d .........................................................1 2  3  4  5 6  7
h. I try to  keep  m y  life s imple ,  
as  far as  p o s s e s s i o n s  are
c o n c e r n e d ....................................................1 2  3  4  5 6  7
i. The  th ings  I o w n  aren' t  all that
impor tant  to  m e  1 2  3  4  5 6  7
j. I en joy  sp e n d i n g  m o n e y  on  th ings
tha t  aren' t  p r a c t i c a l .......................... 1 2  3  4  5  6  7
k. Buying th i ng s  g i v e s  m e  a
lot o f  p l e a s u r e  1 2  3  4  5 6  7
I. I like a lot o f  luxury in
m y  l i f e  1 2  3  4  5 6  7
m. I put  l e s s  e m p h a s i s  o n  material
th ings  than m o s t  pe o p le  I k n o w  1 2 3 4  5 6  7
n. I ha ve  all th e  th in g s  I really
need  to  en joy  life  1 2  3  4  5 6  7
o.  My life w o u ld  be bet t er  if I
o w n e d  certain th i n g s  I
d on ' t  h a v e  1 2 3  4  5 6  7
p. I w o u ld n ' t  be  a n y  happier if I
o w n e d  nicer t h i n g s  1 2 3 4  5 6  7
S t r o n g ly  S l ig h t ly  S l ig h t ly  S t r o n g ly
D is a g r e e  D is a g r e e  D is a g r e e  N e u tr a l  A g r e e  A g r e e  A g r e e
q. I'd be happier if I cou ld  afford
to  buy  more  th in g s  ....................... 1 2 3  4  5 6  7
r. It s o m e t i m e s  bo th er s  m e  qui t e  a bit
that  I can ' t  afford to  buy all
the  th ings  I'd like .......................... 1 2  3  4  5 6  7
A number of statem ents w hich people have used to describe th em selves are given  
below . Read each statem ent and then circle the appropriate number to indicate 
how  you g e n e r a l l y  feel.
A lm o s t  N e v e r  S o m e t i m e s  O f t e n  A lm o s t  A lw a y s
a. I fe el  p l e a s a n t ............................................................... . 1 2 3 4
b. I fee l  n er vou s  and r e s t l e s s  ................................. . 1 2 3 4
c. I feel  sat i sf i ed  wi th  m y s e l f ................................. . 1 2 3 4
d. I w i s h  I could be  a s  h ap py  as  
o thers  s e e m  to  b e ................................................. . 1 2 3 4
e. I fee l  like a f a i l u r e ..................................................... 1 2 3 4
f. I fee l  r e s t ed  .................................................................. . 1 2 3 4
g- I am "calm,  coo l ,  and  c o l l e c t e d " .................... . 1 2 3 4
h. I fee l  tha t  di f f icul t ies  are piling 
up s o  tha t  I c a n n o t  o v e r c o m e  t h e m  . . . . . 1 2 3 4
i. I worry  to o  m u c h  o ve r  s o m e t h i n g  that  
really d o e s n ' t  m a t t e r ........................................... . 1 2 3 4
j- I am h a p p y ..................................................................... 1 2 3 4
k. I hav e  dis turbing t h o u g h t s  ................................. . 1 2 3 4
I. I lack s e l f - c o n f i d e n c e .............................................. . 1 2 3 4
m. I fee l  s e c u r e .................................................................. . 1 2 3 4
n. I make  d e c i s i o ns  eas i l y  ....................................... . 1 2 3 4
0. I fee l  i n a d e q u a t e ........................................................ 1 2 3 4
P- I am c o n te n t  ............................................................... . 1 2 3 4
q- S o m e  unimportant  t h o u g h t  runs through  
m y  mind and bo th er s  m e ................................. . 1 2 3 4
r. I t ake  d i s a p p o in tm e n t s  s o  keen ly  tha t  I 
can ' t  put  th em  o u t  o f  m y  m i n d .................... . 1 2 3 4
s . I am a s t e a d y  p e r s o n .............................................. . 1 2 3 4
t. I g e t  in a s t a t e  o f  t e n s io n  or turmoil  a s  
I think over  m y  re ce n t  c o n c e r n s  
and in teres ts  ............................................................ . 1 2 3 4
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IV. Please circle the number which m ost appropriately represents your feelings about
the statement.
S t r o n g ly
D is a q r e e
S l ig h t ly
D i s a q r e e N e u t r a l
S l ig h t ly
A g r e e
S t r o n g ly
A g r e e
a. 1 da ydream a l o t ........................................................ 1 2 3 4 5
b. W h e n  I go  to  the  m o v i e s ,  I find it e a s y  
to  l o s e  m y s e l f  in the  f i lm................................. 1 2 3 4 5
c. I o f t en  think of  w h a t  might  h a v e  b e e n  . . 1 2 3 4 5
d. I prefer fan t asy  over  reality ...........................1 2 3 4 5
e. I like to  imag ine  tha t  m y  life is bet t er  
than  it really i s ........................................................ 1 2 3 4 5
f. I w i s h  I w e re  more  like the  p e o p le  I s e e  
on  t e l ev i s i o n ...............................................................1 2 3 4 5
g- I en joy  looking at int erest ing or 
att ract ive  s tore  d i s p l a y s ................................. 1 2 3 4 5
h. I l ove  the  "feel" of  a s tore  w h i c h  is in 
tu n e  wi th  my  n e e d s  and d e s i r e s ............. 1 2 3 4 5
i. W h e n  th e  go ing  g e t s  t o u g h ,  I g o  shopping.1 2 3 4 5
j- W h e n  I have  had a bad day,  I find tha t  
buying m ys e l f  s o m e t h i n g  nice  
m a k e s  m e  feel  b e t t e r ........................................1 2 3 4 5
k. I o f t en  da ydream ab o u t  th e  p r o d u c t s  I 
might  buy ...............................................................1 2 3 4 5
1. S o m e t i m e s  just  t h e  th o u gh t  o f  g o i n g  
sh op p in g  m a k es  m e  feel  b e t t e r ....................1 2 3 4 5
m. S h op p in g  is a w a y  to  find n e w  and  
dif ferent  s tor e s  and pr od u c t s  .................... 1 2 3 4 5
n. To  m e ,  shopp i ng  is a recreat ional  
act iv i ty ......................................................................... 1 2 3 4 5
o. I enjoy  sh op p i ng  at s t o re s  th a t  imply  
I'm w e a l t h y ............................................................1 2 3 4 5
P- S o m e t i m e s  I find m ys e l f  d ra w n  to  a 
particular s tore  b e c a u s e  o f  its 
" a t m o s p h e r e " ........................................................ 1 2 3 4 5
q- It's pleasurable  vis it ing a s t o re  w h ic h  
ha s  a tas te fu l  and nicely d e co ra te d  
s t or e  interior ........................................................ 1 2 3 4 5
r. S h op p in g  is not  a p l eas ant  act i vi ty  to  m e  1 2 3 4 5
s. S h o pp in g  the  s t o r e s  w a s t e s  m y  t ime .  . . 1 2 3 4 5
t. W h e n  I hear about  a n e w  s t ore ,  I take  
a d va n ta ge  of  the  first opportuni ty  to  
find ou t  more  abo ut  i t .....................................1 2 3 4 5
u. I've o f t en  said,  "So  ma n y  mal ls ,  
s o  little t ime" ........................................................... 1 2 3 4 5
V . I'm really happy w h e n  I find n e w  and  
unique s tore s .  ..................................................... 1 2 3 4 5
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S t r o n g ly  S l ig h t ly  S l ig h t ly  S t r o n g ly
D is a g r e e  D i s a g r e e  N e u t r a l  A g r e e  A g re e
w .  I s o m e t i m e s  im ag i ne  w h ic h  product ( s)
I m ig h t  buy  if I had unlimited
m o n e t a r y  r e s o u r c e s  1 2 3 4  5
x. I en joy  imag ining  m y s e l f  wear ing
or u s i n g  certain p r o d u c t s  1 2  3  4  5
y.  I find m y s e l f  thinking abo ut  pro du c t s
I w o u ld  like to  p u r ch a se  or o w n    1 2  3  4  5
V. Please circle the number which m ost appropriately represents your feelings about 
the statem ent.
S t r o n g ly  S l ig h t ly  S l ig h t ly  S t r o n g ly
D is a q r e e  D i s a g r e e  N e u t r a l  A g r e e  A g r e e
a. S h o p p in g  is no t  jus t  an e v e r y d a y  ta s k
but  s o m e t h i n g  n e w  and dif ferent  . . . .  1 2  3 4  5
b. I s o m e t i m e s  indu lge  m ys e l f  by
sp e n d i n g  a da y  at  th e  mal l  1 2  3  4  5
c.  I s o m e t i m e s  b r o w s e  through  ca ta l o g s
tha t  s e l l - e x p e n s i v e  i t em s  and
i m ag in e  m y s e l f  wea r ing  or using  t h e m .  1 2  3 4  5
d. Go ing  sh o p p i n g  is o n e  o f  th e  m o s t  en joy ab le
ac t iv i t i es  o f  t h o s e  I normal ly do    1 2  3  4  5
e .  I like to  s h o p  at  di f ferent  s t o re s  jus t  to
add s o m e  var ie ty  to  m y  l i fe 1 2  3  4  5
f. I o f t e n  "give  m y s e l f  a treat" by
g o in g  s h o p p i n g  1 2 3 4  5
g.  Go i ng  sh o p p i n g  d o e s  not  help m e  fee l
be t t er  w h e n  I'm d e p r e s s e d  1 2  3  4  5
h. S h o p p in g  he lps  m e  to  forg e t  about
m y  pr ob le m s   1 2  3  4  5
i. I s p e n d  a lot o f  t i m e  worrying  abo ut
h o w  o th e r s  p er c e i v e  m e  1 2 3  4  5
j. I o f t e n  g o  sh o p p i n g  to  e s c a p e  from
m y  w o r l d  1 2  3 4  5
k. I fee l  ext ra  spec ia l  and included w h e n
I r ec e i ve  a c a t a l og  from a pres t i g ious
retai ler s u c h  a s  N e im a n - M a r c u s   1 2  3  4  5
I. S h o p p i n g  is a w a y  to  ex pe r i e nc e  n e w  and
d if f eren t  th in g s  to  keep life from
b e c o m i n g  b o r i n g  1 2 3 4  5
m.  W h e n  I h a v e  m o n e y ,  I c a n n o t  help but  s p e n d
part or th e  w h o l e  of  it ......................................  1 2  3  4  5
n. I am o f t e n  im pul s ive  in m y  buying
b e h a v io r ....................................................................... 1 2  3  4  5
o.  For m e ,  sh o p p i n g  is  a w a y  of  f ac ing
t h e  s t r e s s  o f  m y  daily life and
o f  r e l a x i n g ...............................................................  1 2  3 4  5
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S t r o n g ly  S l ig h t ly  S l ig h t ly  S t r o n g ly
D is a g r e e  D i s a g r e e  N e u t r a l  A g r e e  A g r e e
p. I s o m e t i m e s  feel  tha t  s o m e t h i n g  ins ide
m e  p u s h e d  m e  to  g o  s h o p p i n g ................  1 2  3  4  5
q.  There are t i m es  w h e n  I h a v e  a s t rong
urge to  buy  (c loth ing ,  c o m p a c t
d i s c s ,  e t c . ) ............................................................  1 2  3  4  5
r. At  t i me s ,  I h a ve  fel t  s o m e w h a t  gui l ty
after buy ing  a pr oduc t ,  b e c a u s e  the
pu r ch a se  s e e m e d  u n r e a s o n a b l e ............  1 2  3  4  5
s .  There  are s o m e  th i n g s  I buy  tha t  I do
not  s h o w  to  a n y b o d y  for fear o f  being  
pe rce ived  as  irrational in m y
buying  b eh a v i or .................................................  1 2  3  4  5
t.  I o f t en  h av e  an un exp la i nab le  urge,
a s u d d e n  and s p o n t a n e o u s  des i re ,
to go  and buy s o m e t h i n g  in a s t o re  . . .  1 2  3  4  5
u.  A s  s o o n  a s  I enter  a s h o p p i n g  cen ter ,
I h av e  an irresist ible urge to  g o  into
a s h o p  to  buy s o m e t h i n g ............................. 1 2  3  4  5
v.  I am o n e  o f  t h o s e  p eo p le  w h o  o f t en
r e sp o n d s  to  direct  mail o f f er s  (for
e x a m p l e ,  b o o k s  or c o m p a c t  d i s c s ) .  . . .  1 2  3  4  5
w .  I h a ve  o f t en  b o u g h t  a prod uc t  that
I did no t  ne ed ,  w h i l e  k n ow in g  tha t  I
had very little m o n e y  l e f t ............................  1 2  3  4  5
x.  If I ha ve  any  m o n e y  left at the
end  of  th e  pay  per iod ,  I just
hav e  to  sp en d  i t .............................................  1 2  3  4  5
VI. These statem ents relate to w hen you w ere a child and/or a teenager in high
school. Please read each statem ent carefully and circle the number which m ost 
appropriately indicates how  often this happened to you when you w ere a child or 
a teenager.
N e v e r  R a re ly  S o m e t i m e s  O f t e n  V e r y  O f te n
2 3 4  5
2 3 4  5
2 3  4  5
2 3 4  5
a. My parents  a l w a y s  f o u g h t  ab o ut  my
m ot h e r ' s  sp e n d i n g  h a b i t s ................................
b. My parent s  w o u l d  buy  m e  s o m e t h i n g
n e w  to  s h o w  m e  t h e y  l oved  m e .................
c .  My parent  w ou ld  hide  th in gs  s / h e  had
bo u g h t  s o  no o n e  w o u l d  k n o w  h o w  
m u c h  s / h e  had s p e n t ..........................................
d.  My mot her  l o v e s  to  s h o p ,  e v e n  if s h e
can ' t  afford it...........................................................
e .  My parents  w e r e  a l w a y s  more  f inancial ly
suppor t ive  of  m e  than emot iona l l y  
suppor t ive  of  m e ..................................................
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N e v e r  R a re ly  S o m e t im e s  O f t e n  V e r y  O f t e n
f. W h e n  I w a s  sad ,  s o m e o n e  c l o s e  to  m e  to o k  
m e  o u t  for a t r e a t .................................................  1 2. 3 4 5
g. W h e n  m y  parent fel t  d e p r e s s e d ,  s / h e  
w e n t  sh op p i n g  .............................................. . . 1 2 3 4 5
h. My  parent( s)  o f t en  bou gh t  th ings  
for no  apparent  reason  ........................... . . 1 2 3 4 5
i. My  parent( s)  o f t en  g a v e  m e  gi f ts  
as  a s i gn  o f  a f f e c t i o n ................................. . . 1 2 3 4 5
j. My  parent( s)  g a v e  m e  little a t t en t ion ,
but  a lot o f  material  g i f t s .................................  1
k. My  mo th er  o f t en  bo u g ht  th in gs  s h e
cou ld  no t  a f f or d .....................................................  1
I. W h e n  I fel t  d e p r e s s e d ,  m y  parent( s)
b o u g h t  m e  gi f ts  to  make  m e
feel  b e t t er ................................................................... 1
m.  W h e n  s o m e t h i n g  bad h a p p en ed  to  me ,
s o m e o n e  c l o s e  to  m e  (a parent ,  
a grandparent ,  e t c . )  a l w a y s  g a v e  m e  
s o m e t h i n g  n e w ,  s o  I w ou ld
fee l  bet t er  ............................................................... 1
n.  It s e e m s  tha t  m y  m o m  and dad a l w a y s
had  m or e  m o n e y  to  g ive  than  
true a f f e c t i o n ...........................................................  1
o.  T h o u g h  m y  parent(s)  w e r e  rarely
su p po r t iv e  of  m e  in an 
em ot io n a l  s e n s e ,  th ey  b o u g h t  m e  m o s t
o f  t h e  th in gs  I w a n t e d ..................................... 1
p.  W h e n  m y  parent  w a s  under s t r e s s ,
s / h e  w e n t  s h o p p i n g ...........................................  1
q.  S o m e t i m e s  m y  parent  w ou ld  s h o p  to  ma ke
h im /herse l f  fee l  be t t er ........................................  1
VII. Please circle the number which m ost appropriately represents your level of 
agreem ent with the statem ent.
S t r o n g ly  S l ig h t ly  S l ig h t ly  S t r o n g ly
D is a g r e e  D i s a q r e e  D i s a q r e e  N e u t r a l  A g r e e  A g r e e  A g r e e
a. Even w h e n  I s e e  s o m e th in g  I really like,
I do  no t  buy  it u n l e s s  it is a
p lanned  pu rc h a se   1 2  3 4  5 6  7
b. W h e n  I g o  sh o p p i n g ,  I buy th ings
I had not  in t ended  to p u r ch as e  1 2 3 4  5 6  7
c.  I avo id  buying th in gs  that  are not
o n  m y  sh op p i n g  l i s t ...........................1 2  3 4  5 6  7
d.  It is fun  to  buy s p o n t a n e o u s l y  . 1  2  3  4  5 6  7
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S t r o n g ly  S l ig h t ly  S l ig h t ly  S t r o n g ly
D is a q r e e  D i s a q r e e  D i s a q r e e  N e u t r a l  A g r e e  A g r e e  A g r e e
e.  I d o  not  buy  until I can make
s u re  I am get t ing  a real
bargain .................................................... 1 2  3  4  5  6  7
f. On  t h e  w h o le ,  I am sat is f ied
wi th  m y s e l f  ....................................... 1 2 3 4 5 6 7
g- At  t i m e s ,  I think tha t  I am no  
g o o d  at  a l l .................................... 1 2 3 4 5 6 7
h. I fe el  tha t  I h a ve  a number  of  
g o o d  q u a l i t i e s .............................. 1 2 3 4 5 6 7
i. I am able  to  do  th ings  as  well  
as  m o s t  o ther  p e o p l e .................1 2 3 4 5 6 7
j- I fee l  I do  not  have  much  to be  
proud o f  .......................................1 2 3 4 5 6 7
k. I certainly fee l  u s e l e s s  at t imes  . 1 2 3 4 5 6 7
I. I fee l  tha t  I am a person  of  wor th,  
at l ea s t  on  an equal  plane  
wi th  o th ers  ....................................... 1 2 3 4 5 6 7
m. I w i s h  I cou ld  hav e  more  r e s pe c t  
for m y s e l f  .................................... 1 2 3 4 5 6 7
n. All in all, I am incl ined to feel  
tha t  I am a f a i l u r e ...................... 1 2 3 4 5 6 7
0 . I t ake  a posi t i ve  att i tude  
t o w a r d  m y s e l f  ............................1 2 3 4 5 6 7
P- I a lm o s t  a l w a y s  a c c e p t  a dare . 1 2 3 4 5 6 7
q- I like to  be w i th  peop le  w h o  
are unpr ed ic tab l e ..........................1 2 3 4 5 6 7
r. Rarely,  if ever ,  do I do  
anyth ing  r e c k l e s s ..........................1 2 3 4 5 6 7
s. I w o u ld  never  p a s s  up so m et h i ng  
tha t  s o u n d e d  like funjust  b e c a u s e  
it s o u n d e d  a bit hazardous  . . .  1 2 3 4 5 6 7
t. Frequent ly ,  I like to  take a ch a n c e  
on  s o m e t h i n g  tha t  isn't  sure,  
s u c h  a s  g a m b l in g ......................... 1 2 3 4 5 6 7
u. I o f t e n  fee l  bad w h e n  I have  
p u rc h a se d  s o m e th in g  I didn' t  nedd 2 3 4 5 6 7
V . S o m e t i m e s ,  I fee l  guil ty abo ut  h o w  
m u c h  m o n e y  I h av e  sp e n t  . . .  1 2 3 4 5 6 7
w. I h a v e  never  felt guil ty about  my  
s h o p p i n g  habits  .........................1 2 3 4 5 6 7
2 9 2
VIII. Please circle the number which m ost closely reflects your ow n feelings/behaviors.
S t r o n g ly
D is a q r e e D is a g r e e
S l ig h t ly
D i s a q r e e N e u t r a l
S l ig h t ly
A g r e e A g r e e
S tr o n g ly
A g re e
a. 1 am an im pul s ive  p e r s o n ............. 1 2 3 4 5 6 7
b. I do  m a n y  th in g s  o n  the  
"spur of  t h e  m o m e n t . "  ............. 1 2 3 4 5 6 7
c. At  t i m es  I fee l  I h a v e  little
control  ov er  m y  behav ior  . . .  1 2 3 4 5 6 7
d. Many  o f  t h e  th in g s  I do  are  
not  p ianned  ........................................1 2 3 4 5 6 7
e. I do  a lot o f  th i n g s  on  imp ul se  . 1 2 3 4 5 6 7
f. I fee l  a n x io u s  at soc ial  
g a th er i ng s  ........................................... 1 2 3 4 5 6 7
g. I am usual ly  n e r v o u s  w i th  pe op le  
u n le s s  I k n o w  t h e m  wel l  . . . .  1 2 3 4 5 6 7
h. I o f t en  fee l  n e r v o u s  or t e n s e  . . .  1 2 3 4 5 6 7
i. In genera l ,  I am a n er vo us  
p e r s o n ..................................................... 1 2 3 4 5 6 7
j- I o f t en  f ind it hard to  relax . . . .  1 2 3 4 5 6 7
k. I f r equent ly  find m y s e l f  worry ing  
ab o ut  s o m e t h i n g ..............................1 2 3 4 5 6 7
1. A l m o s t  ev er y  day  s o m e t h i n g  h a p p e n s  
t o  f ri ghten m e  ................................. 1 2 3 4 5 6 7
m. I am certainly  lacking in 
s e l f - c o n f i d e n c e ................................. 1 2 3 4 5 6 7
n. Even w h e n  I am wi th  p eo p l e  I feel  
l onely m u c h  o f  t h e  t i m e ............. 1 2 3 4 5 6 7
0. M uch  o f  t h e  t ime  I fee l  a s  if I hav e  
d o n e  s o m e t h i n g  w r o n g  or evil . 1 2 3 4 5 6 7
P- I f requent ly  g e t  n a s t y  th o u g h t s  
and h a v e  dif f icul ty get t ing  
rid of  t h e m .............................................1 2 3 4 5 6 7
q. I find tha t  a lm o s t  e v e r y d a y  I am  
u p s e t  by u n p le a s a n t  th o u g h t s  
that  c o m e  to  m y  mind  aga ins t  
m y  will ..................................................1 2 3 4 5 6 7
r. I u sua l ly  h a v e  s e r io us  d ou b t s  
ab o ut  t h e  s i mp le  ev er y d a y  
th in gs  I d o ...........................................1 2 3 4 5 6 7
s . Even w h e n  I do  s o m e t h i n g  very  
careful ly ,  I o f t en  f ee l  tha t  it 
is not  qui t e  r i g h t ..............................1 2 3 4 5 6 7
t. All in all, m y  ch i ldhood  w a s  a 
h ap py  o n e .............................................. 1 2 3 4 5 6 7
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IX.
x .
S t r o n g ly S l ig h t ly S l ig h t ly S t r o n g ly
D is a q r e e D is a q r e e D is a q re e N e u t r a l  A q r e e A g r e e A q r e e
u. A s  a child,  1 o f t e n  fel t  n e g l e c t e d
by m y  parents  ................................. 1 2 3 4 5 6 7
v.  T h rou gh ou t  m y  ch i ld ho od ,  m y  parents
g a v e  m e  a lot o f  a f f e c t i on .  . . .  1 2 3 4 5 6 7
w .  My parents  h av e  a l w a y s  been
suppor t ive  o f  m e .  ...........................1 2 3 4 5 6 7
x.  There  have  b ee n  t i m e s  w h e n  m y  parent s
h av e  m a d e  m e  fee l  ina dequate
or inferior................................................ 1 2 3 4 5 6 7
Please circle the number which m ost closely reflects your ow n feelings/behaviors.
S t r o n g ly S lig h t ly S l ig h t ly S t r o n g ly
D is a q r e e D is a q r e e D is a q re e N e u t r a l  A q r e e A g r e e A g r e e
a. I do  not  mind s p e n d i n g  a
lot o f  t ime sh o p p i n g  ....................1 2 3 4 5 6 7
b. I like to  ha ve  a grea t  deal
o f  information be for e  I buy.  . . 1 2 3 4 5 6 7
c .  I w ou ld  rather s h o p  at a s tore
of  m y  ch o i c e  than  a s tore  tha t
is c o n v e n ie n t  in th e
n e i g h b o r h o o d ....................................... 1 2 3 4 5 6 7
d.  I like to  keep  up w i th  c h a n g e s
in s t y l e s  and f a s h i o n ....................... 1 2 3 4 5 6 7
e .  I en joy  go ing  to  big sh o p p in g
m a l l s ........................................................ 1 2 3 4 5 6 7
f. Sh op p in g  mal ls  are th e  b e s t
p la c e s  to  s h o p ..................................... 1 2 3 4 5 6 7
g.  I prefer sh op p i ng  mal ls  over
d o w n t o w n  or o ther  sh o p p i n g  aretes. 2 3 4 5 6 7
h. I s h o p  b e c a u s e  buy ing  th ings
m a k e s  m e  h a p p y ..............................1 2 3 4 5 6 7
i. Sho pp ing  is fun ................................. 1 2 3 4 5 6 7
j. I g e t  a real "high" from sh o p p i n g  1 2 3 4 5 6 7
Read each statem ent and then circle the appropriate number to indicate how  you
feel ria h t  now . that is, a t  th is  v e r v  m o m e n t.
N o t a t  A il S o m e w h a t M o d e r a t e l y  S o  V e r y  M u c h  S o
a.  I feel  calm ........................................................ 1 2 3 4
b. I feel  s e c u r e ..................................................... 1 2 3 4
c .  I am t e n s e ........................................................ 1 2 3 4
d.  I fee l  s t r a i n e d ................................................. 1 2 3 4
e .  I fee l  at e a s e  ................................................. 1 2 3 4
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N o t a t  A ll S o m e w h a t  M o d e r a t e ly  S o  V e r y  M u c h  S o
f.
g-
h.
i.
m .
n.
o.
P-
q-
r.
s.
t.
fee l  u p s e t ............................................................
am presen t ly  worry ing ov er  p o s s ib l e
mi s for tunes  .....................................................
feel  s a t i s f i e d .....................................................
feel  f r i ghtened ..............................................
fee l  comfor tab le  ...........................................
feel  s e l f - con f ident  
fee l  ne rvo us  . . . .
am j i t t e r y ................
fee l  indec i s ive  . . . 
am r e l a x e d .............
feel  c on te n t  . 
am worried . . 
feel  co n f u s e d  
fee l  s t ea d y  . . 
fee l  p l easant  .
2
2
2
2
2
2
2
2
2
2
2
2
2
2
3
3
3
3
3
3
3
3
3
3
3
3
3
3
4
4
4
4
4
4
4
4
4
4
4
4
4
4
XI. Please circle the number which m ost appropriately represents how  you feel about 
the statem ent.
N o t a t
all
A  l i t t le  
b it
V e r y
M u c h  E x t r e m e ly
b.
c.
d.
e .
f.
g-
h.
i.
m.
n.
o .
I fee l  worried abo ut  w h e t h e r  I am
regarded a s  a s u c c e s s  or fa i lure ..................  1
I am worried abo ut  w h a t  o ther
pe op l e  think of  m e ................................................  1
I feel  s e l f - c o n s c io u s  ..........................................  1
I feel  g o o d  about  m y s e l f .....................................  1
I fee l  c o n ce rn ed  ab ou t  the
impres s ion  I am m a k i n g .................................. 1
I feel  d i sp l ea sed  w i th  m y s e l f  ....................... 1
I am worried abo ut  l ooking f o o l i s h   1
I fee l  that  o thers  r e sp ec t  and admire  m e .  1
I fee l  con f ident  ab ou t  m y  abil i t ies ............  1
I fee l  sa t i sf i ed  w i th  the  w a y  m y
bo dy  l ooks  right n o w ........................................  1
I feel  frustrated or rattled
about  my  p e r f o r m a n c e .....................................  1
I fee l  that  I am having  trouble
understanding th i ng s  that  I r e a d .................  1
I am di ssat i s f i ed  wi th  my  w e i g h t . ................ 1
I fee l  as  smar t as  o thers  .................................. 1
I am p l eased  wi th  m y  a p p ea ra n ce  
right n o w ................................................................... 1
2
2
2
2
3
3
3
3
3
3
3
3
3
3
4
4
4
4
4
4
4
4
4
4
5
5
5
5
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N o t a t A  l i t t le V e ry
all_ h it S o m e w h a t M u c h E x t r e m e ly
p- 1 fee l  co n f i d en t  tha t  1 unders tand  th in g s . 1 2 3 4 5
q- 1 fee l  inferior to  o th er s  at this  m o m e n t . . 1 2 3 4 5
r. 1 feel  una tt rac t ive  .............................................. 1 2 3 4 5
s. 1 fee i  like 1 am no t  do ing  wel l  ....................... 1 2 3 4 5
Listed below  are a variety of thoughts that pop into people's heads. Please read 
each thought and indicate how  frequently, if at all, the thought occurred to you 
over the past tw o  w eek s. Please circle the appropriate number.
a. I fee l  like I'm up a g a i n s t  t h e  world .
N o t 
a t  all S o m e t i m e s
2
M o d e r a te ly
O f te n
3
O f te n
4
All t h e  
T im e
5
b. I'm no  g o o d  . . . ........................................ . 1 2 3 4 5
c. W h y  c a n ' t  I ev er  s u c c e e d ? ................ . 1 2 3 4 5
d. No  o n e  u n d e r s t a n d s  m e ....................... . 1 2 3 4 5
e. I've let p e o p le  d o w n  .............................. 1 2 3 4 5
f. I d o n ' t  think I ca n  g o  on  .................... . 1 2 3 4 5
g- I w i s h  I w e r e  a bet t er  p er son  . . . . . 1 2 3 4 5
h. I'm s o  w e a k .................................................. . 1 2 3 4 5
i. My  l i fe's not  go in g  th e  w a y  I 
w a n t  it t o  .................................................. . 1 2 3 4 5
j- I'm s o  d i s ap po in t ed  in m y s e l f  . . . . 1 2 3 4 5
k. Noth ing  f e e l s  g o o d  a n y m o r e ............. . 1 2 3 4 5
I. I c a n ' t  s t a nd  th i s  a n y m o r e .................... . 1 2 3 4 5
m. I ca n ' t  g e t  s t a r t e d .................................... . 1 2 3 4 5
n. W h a t ' s  w r o n g  w i th  me ?  .................... . 1 2 3 4 5
0. I w i s h  I w e r e  s o m e w h e r e  e l s e .  . . . 1 2 3 4 5
P- I ca n ' t  g e t  th in g s  t o g e t h e r  ................ . 1 2 3 4 5
q- I h a t e  m y s e l f  .............................................. . 1 2 3 4 5
r. I'm w o r t h l e s s .............................................. . 1 2 3 4 5
s. W is h  I cou ld  jus t  d i s a p p e a r ................. . 1 2 3 4 5
t. W h a t ' s  t h e  mat t er  w i th  m e ? ............... 1 2 3 4 5
u. I'm a l o s e r ..................................................... . 1 2 3 4 5
V . My life is a m e s s  .................................... . 1 2 3 4 5
w . I'm a f a i l u r e .................................................. . 1 2 3 4 5
X . I'll never  m a k e  i t .......................................... . 1 2 3 4 5
y- I fee l  s o  h e l p l e s s .......................................... 1 2 3 4 5
z. S o m e t h i n g  has  to  c h a n g e .................... . 1 2 3 4 5
aa. There  m u s t  be  s o m e t h i n g  
w r o n g  w i th  m e ........................................ . 1 2 3 4 5
bb. My future  is b l eak ....................................... . 1 2 3 4 5
cc . It's just  not  w o r t h  it .................................. . 1 2 3 4 5
dd. I c a n ' t  f inish an y th ing  .......................... . 1 2 3 4 5
2 9 6
XIII. Please circle the number which m ost closely reflects your ow n feelings/behaviors.
S t r o n g ly  S l ig h t ly  S l ig h t ly  S t r o n g ly
D is a g r e o  D i s a g r e e  D i s a g r e e  N e u t r a l  A g r e e  A g r e e  A g r e e
a. I like to  g o  sh o pp in g
wi th  a friend ....................................1 2 3 4 5 6 7
b. W h e n  I talk to  m y  f ri ends,  shopp i ng
is a t op i c  of  co nv ers a t io n .  . . .  1 2 3 4 5 6 7
c. I en joy  go in g  to  regional
s h o p p i n g  c e n t e r s ...............................1 2 3 4 5 6 7
d. I o f t en  c o m b i n e  sh op p in g  with
lunch or dinner at a restaurant .  1 2 3 4 5 6 7
e. W h e n  a n e w  s to re  o p e n s ,  I am a m on g
the  first t o  try it................................. 1 2 3 4 5 6 7
f. I like to  try n e w  and dif ferent
p la c e s  t o  s h o p .................................... 1 2 3 4 5 6 7
g- I g e t  a p sy ch o l o g i c a l  lift from
s h o p p i n g .................................................1 2 3 4 5 6 7
h. S h o p p in g  g iv e s  m e  a c h a n c e  to  ge t
ou t  and d o  s o m e t h i n g ....................1 2 3 4 5 6 7
i. I am in tere s t ed  in sho pp in g  . . .  1 2 3 4 5 6 7
j- I l o ve  to  b r o w s e  through
c a t a l o g s  ..............................................1 2 3 4 5 6 7
k. I am ordering m or e  th ings  from
m y  h o m e  in order to  s a v e
e n e r g y ......................................................1 2  3  4  5  6  7
I. By sh o p p i n g  at h o m e  through
m a i l /p h on e  order,
I s a v e  a lot o f  t i m e .......................... 1 2  3  4  5 6  7
m.  I d o n ' t  like to  s h o p  at h o m e
th rou gh  mail or p h o n e  order . . 1 2  3  4  5  6  7
n. I u s e  ma i l /p h on e  order from
h o m e  b e c a u s e  I can ' t  find
w h a t  I w a n t  in th e  local s tore s .  1 2  3  4  5  6  7
o.  Mail or p h o n e  ordering at
h o m e  is m o re  c o n v e n ie n t  than
g o i n g  to  th e  s t o r e ..........................1 2  3  4  5 6  7
p. In - home  sh o p p in g  via ma i l /phone
c o s t s  t o o  m u c h  for w h a t
y o u  g e t .................................................... 1 2  3  4  5 6  7
2 9 7
XIV. This first se t of questions pertains to gambling and gambling-related activities. 
Please read and respond to each question carefully.
1. P l ease  indicate w h ic h  o f  t h e  fo l l o w in g  t y p e s  o f  gambl ing  y o u  h av e  d o n e  in your  
l i fetime.  For e a c h  ty p e ,  mark o n e  a n s w e r :  "not at  all," "less  than o n c e  a w e e k , "  
or "once a w e e k  or more ."
a.
b .
n o t a t 
all
play cards  for m o n e y ...............................................
bet  on h o r se s ,  d o g s  or o ther  an ima ls  
(at OTB,  the  t rack  or w i th  a bookie)  . . . 
bet  on sp o r t s  (parlay cards ,  w i th  a bookie ,  
or at  Jai Alai)  .....................................................
p layed d ice  g a m e s  (including crap s ,  over  and  
under or o ther  d i ce  g a m e s )  for m o n e y  . . . 
gam bl ed  in a c a s i n o  ( legal or o th e r w i s e )  . . . . 
played th e  n u m b e r s  or on  l ot ter i es  ....................
p layed b ingo  for m o n e y ..............................
p layed the  s t o c k ,  o p t i o n s  and/or
c o m m o d i t i e s  m a r k e t .................................
p layed s l ot  m a c h i n e s ,  poker m a c h i n e s ,  
o ther gambl ing  m a c h i n e s  ....................
b o w le d ,  s h o t  poo l ,  p layed  gol f  or s o m e
other g a m e  o f  skill for m o n e y  ..............................
pull t a bs  or "paper" g a m e s  o ther  than  lotteries  
s o m e  form of  g am b l i n g  n o t  l i sted
a b o v e  (p l ease  s p e c i f y  b e l o w ) .................................
le s s  th a n  
o n ce  
a  w e e k
2
2
2
2
2
2
2
2
2
2
2
on ce  a 
w eek  
or m ore
3
3
3
3
3
3
3
3
3
3
3
2 .  What  is the  larges t  a m o u n t  o f  m o n e y  y o u  h a v e  ever  ga mbl ed  w i th  on  any  o n e  
day?  (Please  c h e c k  o n e  ca te g o ry . )
 never  h av e  ga m b l ed   m o re  than $ 1 0 0  up to  $ 1 , 0 0 0
 $1 or l e s s   m o re  than $ 1 , 0 0 0  up to  $ 1 0 , 0 0 0
 more  than $ 1 0  up to  $ 1 0 0   m o re  than $ 1 0 , 0 0 0
3 .  Check  wh ich  o f  the  fo l l o w in g  p e o p le  in your  life has  (or had) a ga mb l i ng  prob lem,  
(p l ease  ch eck  all tha t  apply . )
father
grandparent  
another  relat ive
m o t h er  ______brother or s i ster
m y  sp o u s e / p ar tn e r   m y  child(ren)
a f r i e n d / s o m e o n e  e l s e  important  in m y  life
W h e n  y o u  ga m b l e ,  h o w  o f t en  do  y o u  g o  back ano ther  day  to w in  back m o n e y  yo u  
los t?
 never
 s o m e  o f  th e  t ime  ( i .e. ,  l e s s  than half th e  t ime I lost)
 m o s t  o f  th e  t ime  I lo st
 ev ery  t im e  I los t
H a v e  y o u  ever  c la imed  to  be  w inn ing  m o n e y  gambl ing  but w er en ' t  really? In fact ,  
y o u  los t?
 never(or  ne ver  gamble )
 y e s ,  l e s s  than half th e  t ime  I los t
 y e s ,  m o s t  o f  th e  t ime
Do y o u  fee l  y ou  h av e  ever  had a prob lem wi th  bet t ing or gambl ing?
 no
 y e s ,  in th e  p as t  but  not  n o w
 y e s
Did y o u  ever  g a m b l e  m o r e  than  y o u  int end to?
 y e s   no
H ave  p e o p le  crit icized your bett ing or told yo u  tha t  yo u  had a gambl ing  prob lem,  
re ga rd l e s s  o f  w h e t h e r  or no t  y o u  th o u g h t  it w a s  true?
 y e s   no
H ave  y o u  ever  fel t  guil ty abo ut  th e  w a y  yo u  ga m b le  or w h a t  h a p p e n s  w h e n  y o u  
ga mb le ?
 y e s   no
Have  y o u  ever  fel t  like yo u  wo u ld  like to  s t o p  bett ing m o n e y  or gambl ing  but  
didn ' t  think y o u  could?
 y e s   no
H ave  y ou  e ve r  h idden bet t ing s l ips ,  lot tery t i cket s ,  gambl ing  m o n e y ,  I .O .U . s  or 
o ther  s i g n s  o f  be tt ing  or gambl ing  from your s p o u s e ,  children or o ther  important  
p e o p le  in your  life?
 y e s   no
H a v e  y o u  ever  argued  w i th  p eop le  y o u  l ive wi th  over  h o w  you  handle  m o n e y ?  
 y e s   no
(If y o u  a n s w e r e d  y e s  t o  q ue s t i on  12) :  Have  m o n e y  argu men ts  ever  ce n te r ed  on  
your  gambl ing?
 y e s   no
H ave  y ou  ever  b orr ow ed  from s o m e o n e  and not  paid them back a s  a resul t  o f  your  
ga mbl ing?
 y e s   no
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15 .  H av e  yo u  ever  lo st  t ime from work  (or s c h o o l )  d u e  to  bet t ing m o n e y  or gambl ing?
 y e s   no
16 .  If y o u  b or ro w ed  m o n e y  to  gam bl e  or to  pa y  ga mb l i ng  d e b t s ,  w h o  or w h e r e  did y o u  
b o rr o w  f rom? ( check  "yes" or "no" for e ach )
NO YES
a. from h o u se h o l d  m o n e y   ( ) ( )
b. from your  s p o u s e   ( ) ( )
c .  from o ther  re lat ives  or in- l aws ............................................. ( ) ( )
d.  from banks ,  loan c o m p a n i e s  or credi t  u n io n s  . . . ( ) ( )
e .  from credit  cards  .......................................................................... ( ) ( )
f. from loan s h a r k s ..............................................................................( ) ( )
g .  y o u  c a s h e d  in s t o c k s ,  b o n d s  or o ther  s ec u r i t i e s  . ( ) ( )
h. yo u  so ld  personal  or family property........ ............................ ( ) ( )
i. yo u  bo rro w ed  on your check in g  a c c o u n t
( p a s s e d  bad c h e c k s ) ............................................................... ( ) ( )
j. y o u  h a ve  (had) a credit  line with  a bo ok ie  ..................( ) ( )
k. y o u  h a v e  (had) a credit  line with a c a s i n o  ( ) ( )
XV.  In th i s  s e c t i o n ,  p l e a s e  mark th e  b ox  w h ic h  appropriat e ly  r e p r es en t s  your  sh o p p i n g
act iv i t i es .
H O W  OFTEN DO YOU GO TO A.  . .
O n ce a m on th S e v e ra l t im e s /m o n th O n ce  a  w e e k S e v e ra l t im e s /w e e k
a. gr o ce ry  s tor e  □ □ □ □
b. d ep a r t m e n t  s tore  □ □ □ □
c.  sp ec i a l ty  s to re  □ □ □ □
d.  d i s c o u n t  s to re  □ □ □ □
e.  w a r e h o u s e  club □ □ □ □
H O W  OFTEN DO YOU SHO P FOR. .
O n ce  a m on th S ev era l t im e s /m o n th O n ce  a w e e k S e v e ra l t im e s /w e e k
f. g ro cer i e s  ( f ood o n l y p □ □ □
g.  c lo thing  for yoursel fD □ □ □
h. c lo thing  for o thers  □ □ □ □
i. h o b b ie s  . . . .  □ □ °  * □
j. h o u s e h o l d  i t ems  □ □ □ □
XVI. P lease place a check ( / )  in the appropriate category for each question. The 
purpose of this information is for classification purposes only. Nothing you  
answ er will be revealed in any w ay. Your answ ers in this section  and in all others 
are COMPLETELY CONFIDENTIAL!
1.  AGE:  in years
2 . SEX: 1) Male. 2) Female
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3.  In total ,  h o w  m a n y  credi t  ca rd s  do  yo u  currently have?_
4 .  Wha t  is your  marital  s t a t u s ?  P l e ase  c h e c k  the  appropr iat e  c a t e go ry .
 Married  S ing l e  _______ Divorced   W i d o w e d
5.  W h a t  is th e  las t  grade  o f  s c h o o l  yo u  c o m p l e t e d .
C o m p le te d  gra mm ar  s c h o o l  _______  S o m e  c o l l e g e  _
S o m e  high s c h o o l  _______  C o l l e g e  g rad uat e  _
High s c h o o l  g r ad u a te  _______  P o s t - g r a d u a te  co l l e g e  d e g r e e
( i .e. ,  M a s t er ' s ,  Ph .D,  Law)
6 .  P l e ase  c h e c k  th e  o n e  ca t e g o r y  b e lo w  tha t  b e s t  d e s c r i b e s  your  occ up at i on a l  s t a t u s .
S tu d en t  _______  Skil led worker  (no manual  labor but
Manual  labor _______  t ec hn ic a l  skil ls required) ______
Profe s s iona l  _______  Skil led labor (manual  labor but
Retired _______  t echn ica l  skil ls required) ______
7.  P l e ase  c h e c k  t h e  o n e  c a t e g o r y  b e l o w  tha t  b e s t  d e s c r i b e s  your fami ly ' s  per sonal  
in c o m e  for 1 9 9 3 .
Under $ 1 0 , 0 0 0    $ 1 0 , 0 0 0  to  $1 9 , 9 9 9  _______
$ 2 0 , 0 0 0  to  $ 2 9 , 9 9 9    $ 3 0 , 0 0 0  to  $ 3 9 , 9 9 9  _______
$ 4 0 , 0 0 0  to  $ 4 9 , 9 9 9    $ 5 0 , 0 0 0  to  $ 5 9 , 9 9 9  _______
$ 6 0 , 0 0 0  to  $ 6 9 , 9 9 9    $ 7 0 , 0 0 0  or m o r e  _______
8 .  Has anyone in your immediate family ( i .e. ,  parent s ,  bro thers ,  s i s t er s ,  or children)  
su f f ered  from a n y  o f  th e  fo l l ow ing  d isorders?  (P l e as e  c h e c k  all tha t  apply)
 A lc o h o l i sm  _______ Eating D isorder  ( i .e. ,  bulimia or anorexia)
 C o m p u l s iv e  Gambl ing   Drug a b u s e
 C o m p u l s iv e  S h o p p in g
9 .  Have  you ever suffered f rom any o f  th e  fo l l ow ing  d i s orders?  (P l ease  c h e c k  all that  
apply)
 A lc o h o l i sm  _______ Eating D isorder  ( i .e . ,  bulimia or anorexia)
 C o m p u l s iv e  Gambl ing   Drug a b u s e
 C o m p u l s iv e  S h o p p in g
THANK YOU FOR YOUR COOPERATION.
APPENDIX B
CORRELATION M ATRICES OF MODEL C O N S T R U C T S
301
Correlation M atrix for Constructs -  Pretest Study
Cbuying Impulse Sh op p in g A nx i e ty OC Trait Se l f -E s t ee m  Inf luence
Cbuy ing 1 . 0 0 0 0
Impulse . 4 6 1 8 1 . 0 0 0 0
S hopp ing . 6 2 7 7 . 4 6 8 6 1 . 0 0 0 0
Anx iety . 3 9 1 1 . 1 6 2 9 . 2 4 2 9 1 . 0 0 0 0
OC Trait . 3 8 9 5 . 0 7 7 2 . 1 9 1 6 . 5 1 0 2 1 . 0 0 0 0
Se l f -Es tee m - . 3 5 1 6 - . 1 5 9 5 - . 1 7 1 5 - . 5 3 8 0 - . 6 6 6 9 1 . 0 0 0 0
Inf luence . 4 2 7 4 . 2 0 1 9 . 3 4 4 1 . 2 4 9 2 . 2 8 5 9 - . 2 3 0 4  1 . 0 0 0 0
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Correlation M atrix for Constructs -  Main Study
Cbuy ing Impulse Sho pp ing Anx ie ty OC Trait Se l f -E s te em  Inf luence
Cbuying 1 . 0 0 0 0
Impulse . 4 6 1 7 1 . 0 0 0 0
Sho pp ing . 5 8 1 9 . 4 5 4 7 1 . 0 0 0 0
Anx ie ty . 2 6 2 7 . 1 3 3 7 . 2 0 9 9 1 . 0 0 0 0
OC Trait . 3 7 8 8 . 0 9 6 8 . 2 5 5 4 . 5 3 2 8 1 . 0 0 0 0
Se l f -E s te em - . 3 1 7 5 - . 0 6 9 8 - . 1 9 1 8 - . 6 0 3 0 - . 6 1 6 1 1 . 0 0 0 0
Inf luence . 2 5 6 2 . 1 6 3 2 . 2 5 8 9 . 1 4 9 5 . 2 5 4 9 - . 1 6 3 8  1 . 0 0 0 0
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APPENDIX C
COVA RIAN CE MATRICES OF MODEL C O N S T R U C T S
3 0 4
Covariance M atrix for Constructs — Pretest
Cbuying Impulse Sh o pp ing A nx ie t y OC Trait S e l f -E s t ee m  Inf luence
Cbuy ing 1 0 5 . 3 1 2
Impulse 2 2 . 8 8 1 2 3 . 3 1 5
S hopp ing 9 0 . 0 9 4 3 1 . 6 5 0 1 9 5 . 6 3 0
Anx ie ty 2 8 . 2 6 5 5 . 5 4 1 2 3 . 9 2 6 4 9 . 5 9 0
OC Trait 1 6 . 7 0 0 1 . 5 5 7 1 1 . 1 9 7 1 5 . 0 1 2 1 7 . 4 5 5
Se l f -E s te em - 3 0 . 6 3 0 - 6 . 5 3 8 - 2 0 . 3 7 0 - 3 2 . 1 7 0 - 2 3 . 6 6 0 7 2 . 0 7 9
Inf luence 3 2 . 6 8 6 7 . 2 6 5 3 5 . 8 6 7 1 3 . 0 7 5 8 . 9 0 1 - 1 4 . 5 8 0  5 5 . 5 3 5
Covariance M atrix for Constructs -  Main Study
Cbuying
Cbuy ing 1 0 4 . 8 2 0
Impulse 2 1 . 2 0 8
Sh opp ing 8 7 . 9 3 5
Anx ie ty 1 7 . 6 9 9
OC Trait 1 6 . 6 1 0
Se l f -Es teem - 2 9 . 1 9 0
Inf luence 2 1 . 7 9 0
Impulse S h op p in g Anx ie ty OC Trait Self-Este
2 0 . 1 3 0
3 0 . 1 1 3 2 1 7 . 8 4 0
3 . 9 4 8 2 0 . 3 9 1 4 3 . 3 1 4
1 . 8 5 9 1 6 . 1 4 2 1 5 . 0 1 7 1 8 . 3 4 4
- 2 . 8 1 3 - 2 5 . 4 1 0 - 3 5 . 6 3 0 - 2 3 . 6 9 0 8 0 . 6 0 9
6 . 0 8 4 3 1 . 7 4 8 8 . 1 7 1 9 . 0 6 8 - 1 2 . 2 2 0
Inf luence
6 9 . 0 0 8
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